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SELL MORE HOMES 
BY OFFERING VARIETY 


prs One of the most important 
reasons why Peaseway 
Franchise Builders con- 
sistently profit is that they 
can offer a complete line 
of homes at a price and 
a design for every buyer. 
8 basic Peaseway floor 
plans in all—with ex- 
terior variations practi- 
cally unlimited. 














Peaseway 


‘ROS. U.S. PR. OFF, 
+ + + fest in better living. 


Shown here is the Peaseway “Southwood,” 875 square feet, 
with 3 bedrooms... a home favored by budget-wise buyers. 
But this is just one of the many desirable Peaseway designs. 
Others range up to the contemporary design “Archwood,” 
1410 square feet with 4 bedrooms and 2 baths, truly a home 
for the luxury-minded. 

As a Peaseway Franchise Builder, you can enjoy this versa- 
tility of the complete Peaseway line ... enjoy the handsome 
rewards that fast construction, rapid turnover, and an 
assured market offer. 

Investigate this Pease way to profits. Write today for com- 
plete information. 


Prices range from $7000—FHA Accepted 


WRITE TO: 

PEASE WOODWORK COMPANY 
ROOM 536 
CINCINNATI 23, OHIO 
"In business in Cincinnati since 1893” 
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k A typical kitchen in the Rosemont Acres development by Harold Campbell includes electric 

refrigerator, ventilating fan, electric dishwasher-sink with food waste disposer, and the 
range—of course, it’s ELECTRIC! 

These ranch-style homes in Rosemont Acres, near Bethlehem, Pa., are in the $17,000 to 
$24,000 price range for seven rooms and two baths, depending upon size. Every home is 
equipped for electric living. All provide plenty of closets, and adequate wiring. 
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ELECTRIC RANGE SECTION © National Electrical Manufacturers Association 
155 East 44th Street, New York 17, N.Y. 
ADMIRAL + COOLERATOR «+ CROSLEY + DEEPFREEZE + FRIGIDAIRE + GENERAL ELECTRIC 
GIBSON + HOTPOINT + KELVINATOR + MONARCH + NORGE + PHILCO + WESTINGHOUSE 
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I'm the one who really buys the 
house—and that’s as it should be, 
because I spend most of my time 
in it. And the kitchen is my most 
important room, because I have 
to prepare three meals a day there. 
If everything else is O.K., the fea- 
ture that can swing the sale is the 
Electric Range in the kitchen! 


“Today there just isn’t any 
question about the demand for 
electric cooking,” says builder 


HAROLD S. CAMPBELL ., 


Bethlehem, Pa. “They call me a 
‘merchant builder,’ and as a ‘mer- 
chant,’ I like to cash in on a pre- 
sold market. Home buyers cer- 
tainly are sold on the Flectric 
Range. They like its automatic 
features, its cleanness and econo- 
my of operation, its assurance of a 
cool kitchen. If we didn’t install 
[lectric Ranges, our customers 
would make us include them!” 


LQUi> 
YOUE HOUSES WITH 
ELECTRIC Rem 
RANGES 
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To Increase Value 


and Reduce Maintenance... 


REYNOLDS 
ALUMINUM 


Aluminum definitely enhances the value of a 
building by its rustproof durability and stain-free 
beauty. Yet it costs far less than any other rust- 
proof metal, and saves on maintenance year after 
year because it needs no protective painting. 

Aluminum’s radiant heat reflectivity is an extra 
advantage. As insulation, it offers high efficiency 
without bulk combined with a perfect vapor 
barrier. Check the list below for aluminum build- 


ing products by the leader in this field. 


Reynolds Metals Company, Building Products 
Division, Louisville 1, Kentucky. 


REYNOLDS Lifetime ALUMINUM 
GUTTERS AND DOWNSPOUTS 


ROOFING AND SIDING + NAILS + FLASHING 


REYNOLDS ALUMINUM 
RESIDENTIAL WINDOWS 


(Casement, Awning, Double-Hung, Fixed and Picture 
Windows; also Screens, Storm Sash and Doors) 


REYNOLDS ALUMINUM 
REFLECTIVE INSULATION 
Military needs for aluminum limit present civil- 


ian supply, but Reynolds is rapidly expanding 
capacity. Keep checking your supply source. 


we vou see aust 
you KNow ms NOT 





— eee ee MAIL THIS COUPON = = oe ee 
Reynolds Metals Company, 
Building Products Division, 
2016 South Ninth St., Louisville 1, Ky. 

From the listing above, | am particularly interested in the 
following products. Please send complete information. 








Kelvinator Refrigerator-Freezer Combination 


Kelvinator Division of the Nash-Kelvinator Corpo 
ration, Detroit, announces a new refrigerator-freezer 
combination with an overall capacity of 9.4 cubic 
feet. The new Model KT has two doors, a self-defrost- 
ing lower compartment for normal household re- 
frigeration a. and a separately controlled and 
separately insulated home freezer compartment a- 
cross the top. The KT cabinet is 2814 inches wide, 
295 inches deep, and 59 inches tall. 


Improved Non-Curl Carbon Paper 


Remington Rand Inc., New York, has developed a 


| lightweight carbon paper with special advantages for 
| multi-copy work on electric and other hammerblow 
_ typewriters. It is said to have increased copy potential 
_ and unusual durability. It has been coated to assure 


a smooth, even finish and to eliminate smudging and 
offset. A special back treatment is said to eliminate 
curling. 


Natural Rubber Flat Enamel 
Elliott Paint & Varnish Company of Chicago has 


put on the market a new natural rubber flat enamel 
called Marlon. The manufacturers claim it is im- 


| pervious to dirt, grease, stains, and finger marks. 


Lipstick, ink, and pencil marks wash off readily with 
a damp cloth and mild soap. It is said to cut costs 


| because one coat will cover most interior surfaces 
| and will outlast ordinary paint. 


Liquid Waterproofers 

Two liquid waterproofing materials have been 
developed by the Dasco Chemical Company, Inc.. 
Baltimore. Dashide, a transparent liquid, is said to 


| withstand hurricane-driven rain for years after ap- 


plication to exterior walls of stucco, glass brick, and 
concrete buildings. Dasquik, a fast-setting purple 
liquid, is used in a mixture with cement to stop 
direct leaks in foundation walls below grade. The 
manufacturers claim it will perform this job in 30 
seconds without removing iedioostatie pressure, when 


| mixed with Portland cement. 


Packaged Metal Frame for Sliding Doors 











Name. _Title 

Company. ; cence 
Address 
Ci 8 State 
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A packaged metal passage door frame for sliding 
doors has been developed by Jay G. McKenna, Inc.. 
of Elkhart, Indiana. Known as the Kennaframe — 
Series 800, the completely prefabricated unit is de- 
signed for standard 2 x 4 walls. It is said to com- 
pletely eliminate warpage problems and can be in- 
stalled on the job in 20 minutes. Available in stand- 
ard door widths, the frame is equipped with the 
Series 400 Kennatrack and an oak door guide strip. 


Vapor-Seal Duct Insulation 


Development of Fiberglas vapor-seal duct insula- 


| tion, designed to prevent condensation on air con- 
| ditioning ducts which carry cool air in warm, humid 
| areas, has been announced by Owens-Corning Fiber- 
| glas Corporation. The material stops condensation by 


enclosing the duct in thermal insulation having a 


(Please turn to page 12) 
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You can build a lot more house at a lot less cost...with 


Full 
RUSCO WINDOWS and DOORS 





Revolutionary new RUSCO Hot-dipped 



















. om . 
Galvanized Steel Prime Window 
/ oass Fully-Assembled, Factory-Painted 
RUSTPROOF LUMITE SCREEN Ready to Install! 
FELT WEATHERSTRIPPING The world’s first complete window 
INSULATING SASH * “package.” Comes fully glazed, fully-fitted, 
< factory finished with baked-on outdoor 
FITTED HARDWARE aluminum enamel—all ready to place in the 
WOOD OR METAL CASING stud openings. Leading builders in every 
part of the country acclaim its 
H big savings in installation time and labor. 
All in one unit! Compare its installed cost with that 





a, Seen of the cheapest window you can buy! 


RUSCO Noiseless 
Sliding Wardrobe Door Unit 




















=, 
¥r A mm 
Hollow core construction with ial ’ or. 
Masonite Duolox faces. Stiles, rails, _ ay 
lock-block, side jambs and casings of yy %! ie " 
kiln-dried white fir. Sill is clear, kiln- | wen 
dried oak. Hardware applied. Simplifies Px paatnen ll 
closet placement and saves floor space. as 
~ | Ka 
RUSCO Combination Self-Storing All-Steel ° ee 
Screen and Storm Door - — 
. ‘ ne : a Ltd 
Self-storing feature eliminates need for changing screen and Wl | DE 
glass panels. Lower glass raises for ventilation. Removable panels permit | ms 
changing to all-glass or all-screen if desired. Sturdy, beautiful. gay ia 















RUSCO Flush-Fitting 
Hollow Core Door 


Available in both interior and 
exterior types. F.H.A. approved. 
Enhances and modernizes any 
room. Adaptable to all types of 
construction. Masonite Duolox 
faces excellent for painting. 











RUSCO interior Panel Wall Sections 


The last word in simple, low-cost construction. 
Hollow core construction. Sound resistant, 
water-resistant, inert: Smooth Masonite Hard- 


For Illustrated Literature board finish ideal for painting. Edges grooved 
and splined for quick installation. F.H.A. approved. 
and Full Specifications, write Dept. 7, NR52 


THE F. C. RUSSELL COMPANY (150r ene one 


World’s Largest Manufacturer of All-Metal Combination Windows 
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Beauty, Adaptability, Economy- 
Get All 3 With Plywood Siding 


OF ALL SIDING MATERIALS, Exterior plywood is the most adapt- 
able to various design treatments. It can be used to create board 
and batten siding . . . flush surface . . . or cut in third or half 
panel widths and applied as extra-wide lapped siding. It can be 
used in combination with other materials such as brick or 
masonry to achieve interesting texture contrasts. 

And of all quality siding materials, Exterior plywood is least 
expensive. Least expensive in two ways: first, Exterior plywood 
actually costs the same or less per square foot than other 
quality materials; second, plywood’s large size and easy work- 
ability speed work, cut labor and application time and costs 
up to one-third! 

Exterior plywood siding is durable, too. It won’t shatter, 
split, or puncture. And the completely waterproof adhesives 
used between plys are more durable than the wood itself! 


Fea Douglas Fir 





AMERICA’S BUSIEST BUILDING MATERIAL 


*PlyShield® is the siding grade of waterproof-bond Exterior-type 
plywood. One side is of highest appearance; for economy, limited 
defects are permitted in back. For use as siding, gable ends, etc. 
Other Exterior grades with 2 faces of highest appearance are 
available for single wall partitions, fences, etc. 











PANEL DISCUSSION 


FHA Accepts ¥%” Plywood 
Over Rafters 24” O. C. 








On the basis of recent tests and experi 
ence data, Federal Housing Administra- 
tion now accepts plywood %s”-thick as 
roof decking over rafters spaced 24” on 
centers, according to a letter from Curt 
Mack, assistant commissioner of the FHA 
underwriting office, to Douglas Fir Ply- 
wood Association. 

A revision of FHA Minimum Property 
Requirements is planned; meanwhile, 
FHA at Washington (Underwriting 
Office) will advise any insuring office 
upon inquiry that *s” plywood over raf- 
ters 24” on centers will be accepted. Ply- 
wood roof deck thicknesses now accepted 
by FHA are shown below in tabular form. 











Roofing Max. Rafter Min. Plywood 
Material Spacing Thickness 
7 7. 
Wood, Asphalt ! é. 5/] é. 
Shinal 24 Vg 
ingles 24" Yo" 
” in? 
Slate, Tile, ~~ +a 
Asbestos-C t - pe 
sbestos-Cemen 24" 5%” 
16” ¥,” 
Flat Roofs 20” yy," 
24” %” 

















*Under wood shingles: If plywood is less than 
VY” thick, apply 1” x 2” nailing strips. 


A folder giving information regarding 
use and acceptance of fir plywood in 
homes built under FHA financing may 
be had free of charge from Douglas Fir 
Plywood Association, Tacoma 2, Wash. 


Plywood Builds Band Shell 





The problem was to design a symphoni 
band shell for the University of Virgini: 
that would be, as nearly as possible, acous 
tically perfect, light and easily erected, 
yet amply strong and rigid. To meet these 
requirements, Architect Floyd E. Johr 
son, Charlottesville, Va., chose Exterio: 
fir plywood framed with lumber, fir an 
light steel bow string trusses. 

Floor of the structure is *4” Exterio 
plywood, supported by 2x10 joists ove 
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large oak timbers. Wall sections are of 
\4" plywood framed on all four sides by 
2x4s. Roof panels are }4” plywood secured 
to 2x6 framing members, Wall and ceiling 
panels are bolted together. Self-opening 
plywood blow panels, 4’x4’, relieve air 
pressure. Acoustical qualities of the shell 
have been favorably commented upon 
by performers and audience alike. 


Plywood Catalog Available 


The 1952 Basic Ply wood Constr uction 
Catalog, a reprint of the 20-page insert 
for Sweets File, Architectural, is now 
available free of charge to architects, 
engineers, builders and dealers. It con- 
tains plywood grade-use data, finishing 
information, suggested details and ply- 
wood construction techniques. Order 
from Douglas Fir Plywood Association, 
Tacoma 2, Washington. 


Garden-Room Addition 
Uses Single Wall Construction 


Faced with the problem of creating ex- 
tra living space to accommodate the needs 
of his growing family, Architect Whitney 
R. Smith combined Douglas fir plywood, 
plate glass and considerable skill to add 
this large multi-purpose garden-living 
room to his Los ae country home. 

Situated in an April-like garden planted 
\0 years ago, the striking plywood addi- 
tion creates an intimate link between 
indoors and out. Physically, this is ac- 
complished by having the floor of the 
room at the same level as the garden 
which surrounds the room on four sides. 
Visually, the slender supports combine 
with high ceiling windows to permit 
a smooth, unbroken flow of plywood 
ceiling paneling outward into the broad 
eee soffits. 

Architect Smith used a single thickness 
of 44” Exterior plywood secured to the 
inside of 4”x4” posts, 4’ 0.c. Interior 
ceiling paneling is *s” Interior plywood; 
soffits are *4” Exterior. Both interior and 
exterior walls are painted a pleasing grey- 
green; ceiling and soffit are light-stained. 
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Plywood Built-Ins Often Mean The 
Difference Between =i] and 6 


No poust about it, plywood built-ins have buy-appeal. Space- 
thrifty plywood storage wall, built-in dining bar or crisp kitchen 
cabinets can often mean the difference between a house that’s 
snapped up the minute it’s offered and one that’s a drug on the 
market—an important fact to consider as selling becomes more 
and more competitive. 

And it’s so easy to add client and customer-winning distinction 
to your homes with plywood built-ins. For no other material 
is so adaptable to specific design and space requirements. With 
plywood, you can make the built-in fit the house—exactly. No 
bothersome juggling of “stock size’’ units. No limit to size, 
design, finish or color. Plywood works quickly, easily with 
ordinary tools. It is equally adaptable for construction of shop- 
fabricated units. Plywood won’t split, chip or puncture. /t’s the 
logical material for every built-in. 


Deugns 


F 4 
>, 


AMERICA’S BUSIEST BUILDING MATERIAL 


Portfolio of Prize-Winning Built-ins. Valuable collection of designs 
that will serve as a springboard for your own imagination. Contains 
over 50 designs judged best in the national “Better Living Home” 
architectural contest. For your free copy write Douglas Fir Plywood 
Association, Tacoma 2, Washington. 
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ILLUSTRATE YOUR SALES TALK 





Style No. 711 


In sizes 16” x 20” to 58” x 20”. Your choice of oak, 
oe walnut, mahogany or aluminum frames. Other 
boards furnished in any style or size. Write for our 
illustrated folder. 


a 37 EAST 12™ STREET 
ie > NEW YORK 3, N. Y. 


« |BULLETIN COMPANY| 
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MENT IN A CONVENTIONAL 
HOME FACTORY ASSEMBLED 


Always New Design, Always new 
features Pollman Homes are new 
for today New For Tomorrow 


by 
MANUFACTURING CORP. 
TOLEDO, OHIO 2857 Wayne Street 
JACKSON, MISS. 4182 E. Pearl Street 


12 May, 1952 















Product Progress 


(Continued from page 8) 


| built-in vapor barrier of asphalt and kraft paper. 





Furnished in 24 x 48-inch panels and in thicknesses 
of %, 1, 1%, and 2 inches, the insulation may be 
cut easily and accurately to any shape. 


Termite Killer 


Federal Chemical Company, Inc., of Indianapolis 
is producing a termite killer called Arab U-DO-IT 
Termite Control. Designed for the soil treatment 
method, the product is sold in a highly concentrated 
liquid form. One gallon of U-DO-IT mixed with tap 
water makes 100 gallons of killer. It is said to pre- 
vent infestation by subterranean termites for many 
years, if applied as directed on the label. 


American-Standard Combination Lavatory 


American-Standard is offering new models and 
styles in its lavatory-dressing table combination, the 
Dresslyn. The new models come in two shorter sizes 
to fit smaller size bath and powder rooms. The cabi- 
net has been further streamlined for smarter ap- 
pearance, easier cleaning, according to the makers. 


Copper Saver 


American Cladmetals Company of Carnegie, Penn- 
sylvania, announces the development of a substitute 
for solid copper. Called Duraclad, the new product 
consists of sheet steel sandwiched between sheets of 
copper. As an alternate material, it not only saves 
up to 80% of the critical metal, but it also provides 
the added strength of steel. 


All-Metal Sliding Closet Door 


Newest among Diebold, Inc., hollow metal prod- 
ucts is a sliding closet door unit available in a knock- 
down package that can be assembled and installed in 
a few minutes. Manufacturers say it will lower costs 
by reducing labor and material expenses. 


Directories for Mortgage Money 
New York Legal Exchange, Inc., of New York 


City publishes two directories of those who buy the 
real estate mortgages for mutual savings banks and 
insurance companies all over the United States. One 
of these is a directory of 527 Mutual Savings Banks 
in the U. S., which have investments in mortgages, 
and the other is a directory of more than 400 legal 
reserve life insurance companies, fraternal, and as- 
sessment associations which buy and lend money on 
real estate. 


Push Button Range 


The Major Appliance Division of General Electric, 
Louisville, announces a new deluxe push button 
range with a “‘triple-purpose” oven. The new model 
has a 14-inch backsplasher, a built-in condiment set 
with electrically-heated salt conditioner, and a hood- 
ed light over the control panel. Calrod enclosed 
sheath type heating units are used throughout. 


Wall Covering for Tub Recess 


A remodeling unit for recessed bathtub alcoves has 
been announced by the Armstrong Cork Company 
of Lancaster, Pennsylvania. Delivered in a single 
package, the unit includes three pre-cut pieces of 
the Company’s M-67 Monowall, along with metal 
channels and water-proofing channel filler to com- 
pletely finish the alcove about a five-foot tub. 
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Industry Spotlight 


Washington, D. C. — Senator Maybank (D., S. C.) 
has introduced the long-expected bill which would 
give Fannie May a shot in its financial arm. Pur 
pose Of the bill is to tide the defense housing program 
over until the mortgage money shortage eases. The 
bill would authorize an additional advance commit 
ment authority of $1.3 billion for defense and dis- 
aster mortgages. Authority for direct Federal defense 
housing under Title III of the Defense Housing Act 
would be increased from $50 million to $250 million. 
Authority for Defense Area Community facilities 
would be increased from the present $60 million to 
$160 million. The bill would also provide an addi 
tional authorization of $1 billion for FHA insurance 
to be allocated as the President wishes to the various 
titles of the National Housing Act. 


* * * 


They’re still discussing on Capitol Hill whether or 
not to continue some of the controls under the De 
fense Production Act, one of these being rent control. 
Straws in the wind indicate that rent control will 
be continued. 


* * * 


Builders received a pat on the back from Chairman 
Rains of the Sub-Committee of the House Banking 
Committee when he recently returned from a series 
of hearings held throughout the country on alleged 
defects in FHA and VA housing. Rains did not “see 
any bad building by good builders,” and he com- 
mended NAHB for its Home Service Policy Program. 
There’s been talk of passing a federal law requiring 
builders to guarantee their houses, and whether the 
NAHB program and Rains’ comments will convince 
the bureaucrats that this is unnecessary remains to 
be seen. 


* * * 


Looks as if the Veterans Administration is taking 
seriously the idea of economy in government. At the 
end of this inonth the VA plans to drop 2,700 ad 
ministrative employees from its payroll. The real 
reason, of course, is a reduced budget for fiscal 1953. 


* * * 


Joe Lund, NAREB president, told a dinner meet 
ing of the Real Estate Board of Newark that economic 
uncertainties are slowing down new community de 
velopment, even though the home building volume 
is hewing closely to last year’s level. Biggest deterrent, 
says Lund, is the effect of government controls on 
the long-range planning necessary for community 
development. 

* * * 

When a realtor fills out contracts and deeds, is 
he practicing law? No, says the Missouri Supreme 
Court in a test case brought against C. L. Criger, 
Kansas City broker, by the court's bar advisory com- 
mittee. Purpose of the case was to define the dis- 
tinction between practicing law and engaging in the 
real estate profession. This was hailed as a ““far-reach- 
ing victory for the Missouri realtors” by Clarence 
C. Lang, executive secretary of the St. Louis Real 
Estate Board. 

* - * 

Alan Brockbank, NAHB president, again urged 

Congress to put the axe to Regulation X. He just com- 
(Please turn to page 40) 
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They Sau! 
They Raved! 
They Bought! 


@ There is a National Home for 
Every Home Buyer. 


@ Unsurpassed in Quality, Dura- 
bility, Liveability, and Saleability. 


It will pay you to investigate the fine profit 
possibilities that National Homes offers fran- HOMES 


chised dealers. Write today for this information. NATIONAL HOMES CORPORATION 
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NEIGHBOR of ours down the street wanted to clear his lawn 

of weeds. He didn’t have much confidence in weed-killers, so 
he asked a couple of boys on the block if they would do the job 
for three dollars. The youngsters said they'd see if they could 
handle it and would let him know in a few hours. 

The neighbor thought that was strange, especially when he 
looked out the back window and saw the lads on their hands and 
knees in his yard penciling notes on a piece of paper. When he 
asked what they were doing, one of the boys vale. “We're just 
countin’ the weeds. Ya can't do a job without calculatin’.” 


Well, that’s logical thinking for anyone in business . . . even 
the weed-pulling business. You can’t do a successful job without 
calculation — careful calculation. 


In January, reports came out of Washington that only 660,000 
houses could be started this year. This was quickly denied by 
HHFA. Metal allotments would permit 800,000 starts, perhaps 
850,000. There would probably be enough mortgage money to 
finance that number. And certainly the market would quickly 
absorb them. So we laid our plans. 

It looks like somebody miscalculated. 

The military slightly overestimated its needs. Take steel, for 
example. Considering the last quarter of 1951, the over estima- 
tion on structural steel was 11%, plate steel 100%, and aluminum 
10.5%. Even the copper picture, which was supposed to be most 
disastrous of all, is brightening. It looks like the materials are 
available for another one million starts this year. 

Mortgage funds, on the other hand, are not ample. We're told 
that the last half of the year should be better, but few banks 
are making GI loans, many are snubbing FHA’s. And yet 75% 
of our urban home financing has been mortgages guaranteed by 
FHA or VA. 

And what about the market? That looks like the biggest mis 
calculation. Certainly there are many people who want to buy a 
home. But we ought to revise our estimates about how many 
people can afford to buy at the prices we're going to have to 
charge. The average new home today costs twice as much and 
is smaller than the average home of 1940. True, it is greatly im 
proved, but the home buying public is more educated to dollars 
than to construction details. 

What does all this mean? It means that you might be able to 
build and sell more houses if mortgage money is available and if 


people will buy them. But how can you plan? You can’t — with 
any degree of assurance. 
It’s about time — we've said this before and we'll say it again 


— that all the people in the housing business established a cen- 
tral research organization. It would include representatives of 
mortgagors, builders, brokers, architects, property managers, labor. 
and manufacturers of building products and equipment. 

This organization would delve into the ways and means of 
keeping building costs in line and improving America’s homes. 
It would be a central agency that would uncover all the facts 
about housing . . . a group that could be called upon for com- 
plete, non-political data about the housing needs and wants of 
the American people. It would be an unprejudiced, intelligent 
body that would study home financing and how sufficient 
mortgage funds could be made available without cracking the 
economy. It would investigate new materials, designs, construction 
methods, ways of standardizing and simplifying the more than 
30,000 parts that go into the average house. It would do a job 
that no one of us could afford to do alone. It would help us calcu- 
late carefully. 


—B.F. 
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Low air view of Gentilly Woods shows major portion 
of 33 demonstration houses that attracted 25,000 peo- 
ple on opening day. Sales hit 700 the first month 


An example of successful 


project merchandising 


,7,ROM the first, the Gentilly 
Woods story has been spec- 
tacular in a way that assures 
Builder Hamilton Crawford's sales 
methods a place in the lore of the 
real estate industry. Sometimes 
original, always progressive, these 
methods set a national sales record 
during the first month of operation 
and have consistently borne out 
that early promise. 

In an exclusive Journal inter- 
view, J. M. Powell, vice president 
of Gentilly Homes, Inc., gave de- 
tails of the company’s methods and 
outlined the philosophy behind 
them. The picture that emerges is 
one of a clean-cut, precisely-aimed 
promotional technique that makes 
substantial contributions to the 
art of real estate merchandising. 

In the first place, Powell points 
out, no merchandising method can 
be divorced from the product. 
Crawford's houses are sound pro- 
ducts that people want. Situated 
on a 306-acre tract within the 
New Orleans city limits, Gentil- 
ly Woods offers 13 basic home de- 
signs with any amount of varia- 
tion possible in inside and outside 
finishes. Streets are paved and an 
elaborate ($4 million) sewerage 
system assures adequate drainage 
— especially important in moist 
New Orleans. In spite of the fact 
that land development costs aver- 
age around $3,200 per lot, prices 
are kept down to a point where 
buyers get more for their money 
than they are likely to elsewhere. 

As an example of the thorough 
planning that went into every 





BUYING MADE PAINLESS 


Visit any one of the 33 model homes and have hostesses show you 


the outstanding features. Walk over to the exhibition hall and 
see cut-aways of construction, materials used in the homes. Stop 
across the hall and select one of the 13 basic plans, 75 ex. 
terior designs. Step over to the closing desk, arrange for your 
financing, sign for the sale. Then choose your colors, tile, ex- 
terior facing, appliances, other features you want included. 
You've bought yourself a home in Gentilly Woods . . 


phase of the development, Powell 
0ints out that the name “Gentil- 
= Woods” was chosen because, 
in addition to its pretty sound, it 
has connotations that are real sell- 
ing points to residents of New Or- 
leans. The sectional name “Gentil- 
ly’ makes it clear that the sub- 
division is in the city proper and 
not an outlying development. The 
term “Woods” stresses the fact 
that there is an abundance of trees 
in the neighborhood — a point 
worth making because many com- 
peting subdivisions are built on al- 
most barren land. 

Crawford hired a public rela- 
tions counsel, Scott Wilson and 
Associates, to handle advertising 
and publicity. Radio, newspaper, 
and television were used. An in- 
tense six-week “saturation” cam- 
paign was so successful that no 
continuation of elaborate adver- 
tising was thought necessary — 
ea -mouth took over complete- 
ws 

The newspaper campaign had 
two aspects: 1) full page ads im 


. painless; 


the news sections of local Sunday 
newspapers; 2) smaller, “news 
photo” ads in the news sections 
of three local papers three times « 
week. 

The page layouts make generous 
use of pictures and carefully pre 
pared copy, free of the usua 
cliches. These ads were changed 
every week to take advantage 0! 
buyer attitudes revealed by cu 
rent selling experience. 

The photo ads are based on th 
vst that news-type pictures 
are attention-getters. They 
chieved high readership at low ex 
pense and kept the advertising ba 
rolling during the week. 

The radio expenditure was en 
tirely for spot commercials. After 
opening day, these were built @ 
round recorded on-the-spot inter 
views with visitors and buyers 
The unrehearsed comments 
average people were found at !east 
as convincing as anything the 
agency's copywriters contrived 

Spot announcements were us¢¢ 
again on television, with a show 
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ing of about 60 home interiors in 
60 seconds. 

A notable feature of much of 
the advertising was the invitation 
to send for a free plan book of 
Gentilly Woods homes. The re- 
sponse to this offer was so great 
that the supply of books was quick- 
ly exhausted. While a new supply 
was being printed, post cards were 
sent out apologizing for the delay 
and inviting prospects to visit Gen- 
tilly Woods in the meantime. The 
list of persons requesting plan 
books became a valuable contact 
list for salesmen to follow up dur- 
ing off periods. 

“The fact that 25,000 people 
visited Gentilly Woods the first 
day it was open shows the effec- 
tiveness of our advertising,” Pow- 
ell says. “The fact that we sold 
103 homes that day is a tribute 
to our on-the-spot selling meth- 
ods.” 

These methods are built around 
the principle that, given half a 
chance, customers will sell them- 
selves. Instead of having just one 
or two model houses ready on 
opening day, Crawford had 33. 
Seven of these were completely 
furnished by local stores and staff- 
ed by co-ed hostesses. 

“We try to get visitors to look 
first,” Powell says. “Then they 
come to us knowing what they 
want. If we were to use one dem- 
onstration house we would be 
forced to furnish it in a conven- 
tional style that wouldn’t be par- 
ticularly stimulating to the imagi- 
nations of buyers. As it is, we 
give them an idea of the tremen- 
dous amount of variation that can 
be got from our basic plans. 

“Traffic lanes are roped off in 
these model homes, because with- 
out the ropes, people would pack 
the houses and nobody would be 
able to see anything. Brochures 
are not promiscuously handed out, 
but the plan book is given to visi- 
tors who are real prospects. When 
business is brisk there are as many 
as 15 salesmen on hand to take 
orders,” 

The unique feature of Gentilly 
Woods that causes more talk than 
any other is the exhibition hall. 
This joins the model home area. 
Here visitors can view dozens of 
exhibits of products used in the 
construction of the homes. Elabo- 
rate illustrations and diagrams of 
each of the basic plans are shown. 
There are samples of flooring, tile, 
brick, and other materials used in 
the houses. Fixtures and hardware 
are on display. There’s a cutaway 
exhibit that me construction de- 


tails of Crawford houses from 
foundation to roof. 

This exhibition hall fronts on 
the parking lot, is convenient to 
the model homes. Here the buyer, 
after making his selection of plan, 
can sit down with a salesman and 
get detailed estimates and answers 
to all his questions. In this same 
building, he can apply for a loan, 
sign the agreement of sale, make 
his downpayment. 

Gentilly Woods homes range 
in price from $8,200 to $16,000. 
It was expected that the lower 
priced homes would be most popu- 
lar and that the average sale 
would run about $10,000. But this 
estimate proved to be much too 
conservative. The average sale 
runs better than $12,000. 

This, Powell explains, is due in 
part to the pricing method used — 
a system that permits the buyer 
to see exactly what he gets for 
his money. He is first told the 
purchase price of his lot. Then 
he’s given the base price for the 
house he has selected. If he wants 
oak block flooring, he can have it 
for $236 to $400 more. A ceramic 
tile bath adds $236; a garage, $750 
to $825; a carport, $450 to $850 

and so on. Appliances can also 
be added on this basis, adding only 
a few dollars a month to the pay- 
ments. By choosing features one at 
a time, the buyers usually find 
they can afford more than they 
had originally planned on. Those 
who can’t still have the basic house. 

The appeal of this plan is re- 
flected in the first month’s sales 
record — 700 houses. Gentilly 
Woods will be completed some 
time this year, Powell says. An 
intense 30-day campaign is plan- 
ned to wind things up. 
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Interior of exhibition hall shows products, 
construction details used in Gentilly hous- 
es. Prospects choose model, close sale here 





One of the coed hostesses from a nearby 
college demonstrates built-in chest of 
drawers, part of a chifforobe wall unit 


Visitors at demonstration house are being 
interviewed on the spot for a tape record- 
ed broadcast and short radio commercials 
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HAT classified advertising 

ideas are working best for 
leading realtors over the country? 
How do they write their ads? How 
long do they run them? What days 
pull best for them? Journal editors 
surveyed readers to find the an- 
swers. The result is a compendium 
of working ideas that may help 
you get better returns from your 
advertising dollar. 

It’s important that you write 
= copy, but even the most care- 
ully-conceived ad can lose its 
punch if it is run too long. 

We asked “How often should a 
property be advertised and at what 
intervals so as not to decrease its 
value?” 

We conclude from our “board 
of experts” answers that seven 
days is the top limit on cor-secutive 
insertions. If the property doesn’t 
sell, devise a mall on gor channel- 
ling other prospects to it, or run 
a different ad on it a week after 
you stop running the first one. 

Don Leckie of Huntington, West 
Virginia, uses this method: If a 
property doesn’t sell after bein 
advertised a week, he runs an a 
on a similar property, then shows 
those prospects the first property. 
If the first one hasn’t sold after 
two weeks, he runs another ad on 
it, but with different copy. 

Dorothy Edgerton of Seattle is 
in the minority — she says peri- 
odic ads pull better than consecu- 
tive ones. She often tests response 
by running the same ad in both 
the morning and the evening 
papers. 

On the other hand, Leland P. 
Reeder of Beverly Hills, California, 
says, “Most owners want their 
properties advertised continuously 
— they are sold, so we usually 

o. 

M. O. Wasser of Rapid City, 
South Dakota, agrees. He says a 
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By ROGER LAKEY, Associate Editor 


Don’t run an ad for more than seven consecutive days . . . Although 
Sundays pull best, don’t overwork them at the expense of other 
days. . . . Set aside no more than 10% of the sales commission for ad- 


vertising. . .. Make one person responsible for classifieds but help 





him write copy. . . . Include price and location. . . . Include the reason 


for selling only if it’s plausible and can be used to advantage. These 


are some of the conclusions drawn from answers to a Journal survey 


seven-day run produces better re- 
sults than for shorter periods. His 
local paper has a reduced rate for 
seven consecutive insertions. 

“What day of the week pulls 
best?” More than half say Sun- 
day. Other days mentioned were 
Thursday, Friday, and Monday ia 
that order. Allen O. Meredith of 
Toronto, Ontario, believes Thurs- 
days and Fridays are best because 
Saturday is a holiday for many 
people. He makes the point that 
morning papers pull best for high- 
er-priced homes because buyers 
for such homes have more time 
to read the morning papers. He 
believes" evening papers are best 
for average — and lower-priced 
homes. 

An advertising manager for a 
leading newspaper says. “Many 
brokers splurge on Sundays at the 
expense of the rest of the week’s 
advertising. Sunday advertising is 
good, but a broker can give better 
service and more individual at- 
tention to prospects if they come 
to him in an even, steady flow. 
To obtain this, his advertising must 
be consistent every day, instead of 
concentrated on any one day.” 

None of the realtors on the 
Journal roundtable spend more 
than 10% of the sales commission 


for classifieds; many don’t set a- 
side any definite amount. 

Henry V. Koonts of High Point. 
North Carolina, says it this way: 
“A maximum of 10% of the sales 
commission based on a reasonable 
price is our standard. But if owners 
won't agree to a reasonable price, 
we think any advertising is a waste 
of money.” 

Haven E. Flanders of Laconia. 
New Hampshire, is representative 
of those who don’t set aside a defi- 
nite amount. His ad budget varies 
from 5% to 10% of the gross com- 
mission income, The amount spent 
depends on the prosperity of his 
business, and he limits it in order 
to have funds for overhead. Half 
of his ad budget goes for classifieds 
as he feels he gets better results. 

“Do you believe one person 
should write the classified ads?” 
All agree that one person should 
be responsible but that he should 
be assisted by the salesmen listing 
the properties. Leonard P. May- 
fair of Chester, Pennsylvania, sug- 
gests that several should pool their 
ideas concerning the property. 

Responsibility for classified ads 
is too important to delegate to 
just anyone. The person selected 
should be sincerely interested in 

(Please turn to page 39) 
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By GLENN L. BLAck 


While women check the furnished dem 
onstration house, husbands inspect con 
struction details of El Camino Manor 
homes with the aid of this cut-away 


Each layer of material in walls and ceil 
ing is exposed and labeled. Wiring and 
plumbing are also shown. Prospects can 
compare notes with competitors’ houses 


They wanted to see what the house was made of. They had to walk all over the tract to find out. So the 


builders conceived the X-ray house, which turned out to be an effective sales and public relations booster 


WO years ago the Milton Kauffman organiza- 

tion of Los Angeles was developing a tract some- 
what off the main thoroughfare. Salesmen found that 
they were forced to take their prospects all over 
the site in order to find buildings that illustrated 
important construction details that were going into 
the homes. This was time-consuming for both parties. 
So it was decided to build an “X-ray House” — a 
cut-away model that would provide a convenient dis- 
play of important building features. 

The exhibit proved so successful as both a sales aid 
and a drawing card that the name was copyrighted. 
And now the organization has built another model of 
the same sort at the new E] Camino Manor tract be- 
ing developed in southwestern Los Angeles. 

Norman C. Corkhill, Kauffman’s sales manager 
and originator of the idea, says, ““The women actual- 
ly select the homes. While they look into the matters 
of design, room arrangement, colors, storage areas, 
and similar elements, they delegate the job of check- 
ing building materials and construction to the men. 
In most instances, the latter knows very little more 
than the women about such things. and they find our 
X-ray houses a big help.” 

Naturally enough, Corkhill feels that his organi- 
zation does a better job of home-building than com- 
petitors. ““We see no reason to hide what we con- 
sider points of superiority,” he says. “The X-ray 
house provides a means for comparing our construc- 
tion with that of our competitors.” 

Another benefit of the cut-away model hinges on 
the fact that it is part of one of the largest (nearly 
1,000) F.H.A. Title II projects ever built at one time. 
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This means that most of the homes are purchased 
either before they are started, or at some early con 
struction stage. Thus, the display house affords cus 
tomers an opportunity to see what sort of materials 
and workmanship will go into their new abodes. 
Likewise, it enables them to compare construction de 
tails in their own homes with that of the model. 

It's worth noting that some of the construction in 
the model is intentionally of lesser quality than that 
of Kauffman homes. This is to provide horrible ex 
amples of what will actually pass inspection and 
might get into a new home built elsewhere. 

A majority of customers at E] Camino Manor are 
people employed in nearby aircraft plants. Many are 
engineers who exact the houses to pin-point inspec 
tions, often returning as many as half a dozen times to 
look over the houses before buying. Meantime they 
have been doing comparison shopping. The X-ray 
model is effective for such purposes and frequently 
has been the deciding favorable influence on buyers. 

The skeletonized model has proven a first-rate 
publicity medium. Many school groups and similar 
organizations have made inspection tours through the 
house. Corkhill says. “With ample signs spelling out 
significant parts of the structure, we have here an 
efficient, one-stop visual aid of considerable educa- 
tional value.” 

On the question of whether the builder would 
put up X-ray houses on future tract developments, 
Corkhill says: “Despite the cost of producing such 
buildings which actually runs as much as the 
customary structures due to the increased labor in 
volved — we believe it very practical for our needs.” 
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Why Hire Professional 
Property Managers? 


By SANBORN O. Houser, President 
Hemingway Real Estate 
Oak , Illinois 
Some income property owners are reluctant to engage profession- 


al property managers. They say they can’t afford that service, | 


they can do it themselves. But the records prove differently. The 














author shows how it does pay — how the owner loses money 


by his lack of experience and training in managing income property 


MANY owners of income property are con- 
‘ vinced that they can manage their prop- 
erties better than a realtor who specializes in 
property management and it is next to impos- 
sible to persuade them differently. Then too, 
they think the cost of professional management 
is an added financial burden to the building, 
with the net income under rent control already 
much too low. If things were only going better, 
some owners say, they might be willing to en- 
joy the luxury of a management service. 

It is not unnatural that owners should feel 
that way and there are many considerations 
which, from their point of view, would seem to 
justify it. 

In the first place, they think they are much 
more conscientious and painstaking in looking 
after their property than would anyone else. 
After all, they say it is their property and 
they have a greater interest in it than anyone 
else could possibly have. Then in many in- 
stances they can make certain repairs and on oc- 
casion even do some of the decorating in order 
to save money. Some owners will spend hours 
and travel many miles shopping around trying 
to save a few cents or a dollar on operating sup- 
plies. Sometimes an owner will move into an 
apartment in the building he owns in order to 
be in closer touch with everything going on, 
in and around it, in order to check up on the 
janitor, to collect the rents, to more closely 
watch what the tenants are doing and saying. 

On the face of it, it looks like a pretty good 
case in favor of the owner. At least these factors 
have thoroughly sold him on the idea and if 
there were no other considerations he would 
probably have the best of the argument. 

But while there are these seeming advantages 
in owner-management, there are at the same 
time many disadvantages to the owner him- 
self. In the first place he and his family are 
subjected to the annoyances and interruptions 
of tenant complaints which, after a period of 
time, can become exceedingly irritating and 


exasperating. Then too, the owner’s freedom of 
action is greatly limited and he is not at liberty 
to be away from the building for any period of 
time. He must be close at hand to take care 
of emergencies, make repairs, buy supplies, 
supervise janitors, collect rents. As manager of 
his own building he must be available and on 
the job about 24 hours a day. 

Furthermore, it’s difficult for an owner- man- 
ager to deal with a tenant on an impersonal, 
business-like basis on the various problems 
which arise between tenant and owner. For 
example, an owner is often easily persuaded by 
a tenant to do additional work in his apartment 
just because he likes the tenant and is on friend- 
ly terms with him. 

Then, too, an owner is much more inclined 
to be lenient with a tenant in the matter of the 
payment of the rent and to be influenced by the 
financial problems, illnesses, or other condi- 
tions which tenants run into. In some instances, 
owners have been known to reduce rents to 
certain tenants with whom they have become 
especially friendly or have allowed such tenants 
to get many months in arrears out of sympathy 
for them. In one case an owner permitted a 
tenant to get into arrears to the amount of 
$1,000 and then asked a property manager for 
advice as to how to get out of his difficulty. An 
experienced property manager wouldn’t have 
allowed friendships or personalities to influence 
him in dealing with situations of this kind. 

In many other ways owners are their own 
worst enemies in attempting to produce the 
best results in the management of their prop- 
erties. Experience shows that tenants Sate # 
rather deal with a professional management 
company than with a private owner because 
tenants themselves do not like to deal directly 
with an owner. They would prefer to have their 
contacts with their Boring on an impersonal 
and business-like basis. Tenants have on many 
occasions expressed their feelings about this. 

Looking at the picture from the standpoint 
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of employing a trained property manager there 
is one supremely important factor in favor of 
the professional manager which makes it pos- 
sible for him to excell and surpass anything 
which an owner-manager could possibly accom- 
plish. Around this fact all the advantages of 
professional management are ay 

Paramount in importance is the fact that the 
property manager is an expert in his field, hav- 
ing been trained by special study and prepara- 
tion, by experience over a period of years with 
a wide variety of properties of different kinds 
and types, by close association and the exchange 
of experience with other property managers, 
in management institutes, in conferences and 
conventions, in special study courses, by con- 
tinuous study of management text books, jour- 
nals and publications, by membership in real 
estate boards. In realty he is a professional and 
is equipped by training and experience to render 
a superior service to owners of property. 

To list the particular skills am advantages 
of professional management over Owner man- 
agement would require a book. In fact, there are 
several excellent books available on this sub- 
ject. A brief listing, however, of the outstanding 
services of the property manager will suffice. 

1) The property manager will obtain for an 
owner the maximum net income consistent with 
the proper maintenance of the property. This 
means that he will make full and prompt col- 
lection of rental income. But even more im- 
portant is that he will see that the rental 
schedules on rent controlled property are at 
the maximum levels permitted under the rent 
control regulations. This may seem like a mean- 
ingless observation, but so many owner-man- 
agers are today the victims of their own ignor- 
ance and neglect in these matters that it is 
worthy of special mention. 

Prior to rent control many owner-managed 
buildings were below the market in rental 
schedules since the owners did not have the 
knowledge of the prevailing schedules of prices 
for apartments in their community. Of course 
rents were frozen at these low levels. In many 
instances owners did not promptly take ad- 
vantage of the first 15% raise permitted under 
the rent control law of 1947. Other rental ad- 
justments were possible under the hardship pro- 
vision of the act, and finally, under the 1951 act, 
increases were permitted up to 20%, of the base 
rental of 1942. Other less known sections of the 
law, however. make possible still further in- 
creases. There have been many instances where 
owners have not taken full advantage of these 
authorized increases. The professional manager 
however, has taken full advantage of all of these 
possibilities and the buildings under his super- 
vision are at the top level of rents and bringing 
in the maximum income. 

2) The proper and consistent control of ex- 
penditures, which is assured under professional 
management, is vital in the production of the 
largest possible net income. A trained manager 
in a management organization has a distinct ad- 
vantage in providing for the maintenance of a 
property on the basis of the lowest costs. On 
routine expenditures his purchasing power 
based on a volume business permits him to buy 
from wholesale houses at substantially lower 
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prices. He has the experience of a large number 
of properties with which he can make com- 
parisons and check up on various expense items 
to determine why these may be out of line. 

On modernization and maintenance, the 
manager has a group of tradesmen and contrac 
tors with whose abilities and charges he has 
became familiar over a period of years, and 
who will give dependable work at low cost be- 
cause their business depends on repeat orders. 
On major items of expense such as tuck point 
ing, exterior painting, carpet replacements. 
competitive bids are obtained to get the lowest 
price consistent with good quality. There are 
many other ways by which a property man- 
ager saves money for an owner, but there is 
not space to list them. 

3) The professional manager maintains a 
business-like, friendly contact with tenants, giv 
ing prompt attention to complaints, and pro- 
viding the service to which they are entitled. 

4) He supervises and directs the work of the 
janitor, giving guidance and correction when 
necessary. He dismisses the inefficient janitor 
and employs a new man when the occasion re- 
quires. 

5) He makes periodic inspections of the build- 
ing and gives a complete report to the owner. 
Better yet, he takes the owner along with him 
on this trip of inspection, and thus they can 
make decisions on major policies of manage- 
ment or in connection with repairs or improve- 
ments. 

6) He is experienced in handling all matters 
relating to social security, withholding tax, state 
and federal reports and real estate taxes. He 
knows how to take whatever steps may be neces- 
sary to obtain reductions in these taxes. To all 
matters relating to municipal, state and federal 
agencies he is equipped to give careful and in- 
telligent attention. 

7) He understands all the insurance prob- 
lems of an owner relating to fire. public liabili- 
ty, workmen’s compensation, and so forth, in 
order to develop an economical, balanced in 
surance program. 

8) He is familiar with the best accounting 
practices and will keep complete records of 
rental income and all expenditures. At a stipu- 
lated time each month he will submit to the 
owner a detailed financial report showing rents 
collected and expenses paid with receipted bills 
supporting each item of expense. An annual 
summary of operation by accounts will be 
prepared and submitted to the owner at the 
end of the year. 

There are many other important services 
which the property manager renders an owner 
in the regular routine of his management duties. 
These outlined above together with the man- 
agers qualifications and training give con- 
vincing evidence that he can do a better job than 
an untrained owner. 

Property management in reality, is a pro- 
fession. It has long since passed the experiment- 
al stage. It is no longer on trial. It has demon- 
strated what may be achieved. It has been tested 
through years of depression, war and rent con- 
trol. It has proved its ability to produce results 
in financial returns, in preservation of invested 
capital, and in owner satisfaction. 
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Apartment Boom in New York 


HE past few months have seen a large number 

of luxury-type apartment buildings go up in 
the New York City metropolitan area. With rents 
ranging upwards from $40 per room, the buildings 
incorporate the latest construction techniques and 
feature such modern conveniences as air condition- 
ing, concealed radiant heating, dishwashers, snow 
melting systems, and high-speed elevators. An ex- 
ample of the many new butidings now under con- 
struction in every one of the city’s five boroughs is 
Sixty Sutton Place South. 

Being built by Paul Tischman Co., Inc., in Man- 
hattan’s exclusive Sutton Place section, Sixty Sut- 
ton Place South is New York's first post-war apart- 
ment house air conditioned from top to bottom and 
equipped with a snow melting system. The air con- 
ditioning system, planned by the General Electric 
Company, insures clean, filtered air throughout the 
year by means of covered floor units. The snow melt- 
ing system keeps the private driveway free of snow 
and ice no matter how severe the weather. 

The 19-story, twin re-inforced concrete buildings 
are separated in the back by an 82 x 200-foot land- 
scaped garden and connected in front by an attrac- 
tive one-story building containing a common lobby. 
The structure has 363 apartments, ranging from two 
to nine rooms, penthouses, maisonettes, and special- 
ly-designed doctors’ suites. Rentals range from $1,700 
per year for a two-room apartment to $15,000 per 
year for a nine-room, six-bath and one powder room 
duplex penthouse. 

One unusual feature is the five-sided living and 
master bedroom having two projecting Thermopane 
window walls approximately 12 and 8 feet in length. 
The five-sided rooms give the exterior of the build- 
ing a sawtooth appearance. 

Special provision has been made in the window 
walls for recessed installation of draperies or ve- 
netian blinds. All heating radiation equipment is 
concealed. The apartments have terraces and separate 
service entrances and are equipped with Lightolier 
lighting fixtures and American Standard plumbing 
fixtures. Kitchens are equipped with Youngstown 
cabinets and General Electric refrigerators. There 
are General Electric dishwashers in all but the two- 
room suites. Additional features are Otis high-speed 
passenger elevators, and storage, laundry, and car- 
riage rooms for tenants. Valet and maid service is 
provided by the management. There will be a two- 
level underground garage with accommodations for 
200 cars. 

Herbert Charles & Co., Inc., is the renting agent. 
A renting office has been opened in the building in 
one of the 314%4-room apartments. It includes a re- 
ception room, main office, and private office, all at- 
tractively decorated and wallpapered. A large scale- 
model of the building is on display in the reception 
room. Kodachrome slides of the model in illuminated 
frames are on each desk. Wall decorations include 
renderings of the building and water colors of the 
New York skyline. A demonstration apartment has 
been opened in the building for showing to prospects. 
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By HANNs Moser 


Adding to New York’s impressive skyline are 
scores of new apartment buildings. Pictured and 


described here are some of the most outstanding 


© SIXTY SUTTON PLACE SOUTH 





























The Sherwood (Builders: Segal & Sollar) in Forest Hills is 
a six-story, 102-family building, containing suites of 2, 31, 
4 and 4144 rooms renting from $82 to $145. The 414-room 
suites contain two baths. Rentals include optional bedroom 
air-conditioning, and the building has been so constructed as 
to allow future installation of air-conditioning units in all 
rooms. There will be an adjustment in the rentals when the 
tenant does not require air-conditioning. The Sherwood also 
features a new-type apartment window, differing from th: 
conventional double-hung type in that both the lower and 
upper frames are divided horizontally into three equal panels, 
providing a novel ladder effect. For the tenants’ convenience 
there are other special features such as a master television 
antenna system available free of charge, basement garage 
space, and an 8,000-square foot area with playground facilities 
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Wexford Terrace and The Sussex (Builder: 
Fred C. Trump) are both in Jamaica. Both are 
modern-type red brick buildings, H-shaped to 
insure maximum ventilation and light. Wexford 
Terrace is six stories high and accommodates 
121 families in 2, 3, 31% and 414-room apart 
ments at rentals from $80 to $140 a month. 
A special feature of this particular develop- 
ment is the modern lobby with all-glass her- 
culite entrance doors, separate mail rooms 
equipped with writing desk, chairs and lamps. 
Apartment layouts have separate dining foyers 
and alcoves, minimum 20-foot living rooms, 
master bed-chambers ranging in size up to 
21 feet and emphasizing two exposures. There 
are underground parking facilities for 65 auto 
mobiles, and landscaped outdoor play and 
sitting areas. 

The Sussex is nine stories high and features a 
number of penthouse suites. There are special 
2 and 214-room efficiencies as well as units 
up to 414 rooms. Rentals here range from $75 to 
$172. All living rooms have nine-foot Thermo- 
pane picture windows, and approximately 40% 


« of the apartments have private outdoor ter- 
races. There are 191 suites in the building 
which occupies a 100,000 square foot plot. 


Underground garages are available to tenants. 



















e 923 FIFTH AVENUE 
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e THE PARK BRIAR 





The Park Briar (Builders: Fisher Brothers) in New Gardens, is a nine-story 
fireproof structure of re-inforced concrete and face brick with white marble en 
trances. It contains 163 suites offering 18 different spacious layouts in 2, 21 , 


31%, 4144, 51% and 6-room units. Among the building’s special features are full 
wall-length picture windows extending up to 20 feet, living rooms measuring 13 x 
23 feet, and oversize walk-in closets. There are General Electric automatic dish 
washers, glass-enclosed terraces in the larger units. Rents are $95 to $300 a month 


923 Fifth Avenue (Builder: Sam Minskoff & Sons, Inc.) is a 19-story apart 
ment house, providing rental suites for 94 families. Representing an investment 
of about $3,500,000, financed by a mortgage of $2,200,000, the building offers 
suites ranging in size from three to seven rooms. One of the city’s most expensive 
dwellings, 923 Fifth Avenue’s rents start from $3,200 and run up to $9,000 a year 
for a penthouse. Each apartment is being planned to offer an out-of-doors at 
mosphere with room-width picture windows overlooking Central Park and bal 
conies and terraces faced with a combination of glass and aluminum to admit a 
maximum of sunlight. The building features a 60-car garage in the basement. 
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What Kind ofa Boss are You? 


TT; BE critical of authority is characteristic of 
human nature — perhaps especially of American 
human nature. Cataloguing the boss’ p Secor is 
a national pastime and no boss is immune. Often 
this criticism is just idle chatter, as meaningless as 
recruits’ gripes about the first sergeant. Still, if we 
analyze it, we can find at least a few points of value 
in this chatter. Considering the complaints of real 
estate salesmen, for instance, we can discover what 
they expect of their bosses, what their most common 
criticisms are. Maybe we can even provide a partial 
answer to a long-standing enigma: Why do good 
salesmen quit? 

The most common cause of dissatisfaction among 
salesmen is that the boss doesn’t live up to his prom- 
ises. Now, no matter how far you lean over back- 
wards to keep your word, don’t brush off this point 
with the thought that it doesn’t apply to you. The 
chances are it does. When you make a specific prom- 
ise, you keep it — you probably wouldn’t be where 
you are today if you didn’t. But how often do you 
make casual statements from which promises are 
inferred — statements that you don’t mean to be 
commitments at all? 

For instance, Johnson comes to you with a sugges- 
tion for what seems to him to be a more equitable way 
of assigning floor time. A change in your present 
system would be awkward right now, but you think 
he’s brought up a point that’s at least worth con- 
sidering. 

“T see what you mean,” you say, “but we'd better 
not make any changes until after the vacation season.” 

That certainly isn’t a specific promise. But put 
yourself in Johnson’s shoes for a moment. That 
change is important to him and he finds hope in your 
words. He begins to look forward to a change when 
vacations are over. After while, he forgets exactly 
what you said but he feels that you committed your- 
self to making the change. 

Or suppose Smith is working on an involved trans- 
action i 2a the commission will have to be split 
with another organization. He’s anxious about his 
end of it. You’ve seen somewhat similiar transac- 
tions before and you want to reassure him. You casu- 
ally tell him, “It looks to me as though you ought to 
get 20%.” But when the time comes to settle, you 
find there are circumstances you didn’t know about 
and the best you can do for Smith is to get him 15%. 
On the strength of your casual remark, he’s been 
counting on 20 and he’s likely to feel that you've let 
him down. 

There are several simple things you can do to avoid 


b 


Salesmen are human. They e>- 
pect a lot of the man they work 
for, and they’re quick to criticize 
him. They're easily let down 
if he doesn’t keep his word. 


These tips may help you avoid 


poor relations with your men 


getting out on this sort of limb. The first is obvious 
Be extremely careful of what you say. Second, when 
you make a tentative decision or cite a mere possibili 
ty, make it clear that you’re simply explaining how 
things look to you at the moment and that you're 
not making a commitment. Third, when you see 
that a situation isn’t going to turn out the way one 
of your men hopes for, go to him and explain what 
is going to happen and why. 

The third point is especially important. If, after 
the vacation season, you go to Johnson and tell him 
why no change in the floor-time schedule is feasible. 
he'll appreciate your thoughtfulness, he'll see why 
his suggestion can’t be carried out, and he won't fee! 
that you’re going back on promises. Or if you take a 
minute to tell Smith that there were facts about the 
deal you didn’t know and that you're just as dis- 
appointed as he is that he got only 15% — well, he’s 
going to feel as if you’re on the same team after al! 

Another very common complaint among salesmen 
is that they don’t get credit for extra work they've 
done, suggestions they’ve made, contacts they’ve de- 
veloped. 

More often than not, the complainer is wrong. 
You know he deserves credit and you appreciate 
what he’s done. You simply haven't let him know 
that you know it. It will take only a moment of 
your time to make it clear that youre aware of the 
part he’s played. On the other hand, unless he’s 
made an extremely valuable suggestion or put in long 
hours of extra work, don’t praise him extravagantly 
Don’t give him an inflated idea of his importance to 
the firm or make him feel that you’re buttering him 
up in an effort to get more work out of him. Mere 
recognition of the service he’s performed is usually 
enough. 

Remember, too, that there are probably one or two 

“politicians” on your sales force — eager beavers 
who are always breaking their necks to make them- 
selves look well and doing their tacit best to keep 
others from looking well. It is a sad fact, but many 
otherwise talented, otherwise mature people actually 
believe that this is the formula for success. These 
— are entirely capable of withholding credit 
rom their fellows, and even of stealing it if they 
think they can get away with the deception. So make 
it a point to be sure where suggestions and ideas 
come from before you go around patting backs. 

We'll mention just one more common beef among 
real estate salesmen — “The boss plays favorites. 
Few things, short of actual chiseling on the par! 0! 

(Please turn to page 40) 
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By Davin D. BOHANNON, President 
David D. Bohannon Organization 
San Mateo, California 


Large tenant turnover and a different number of cars per family 


complicates car storage in apartment developments. Realtor-Builder 


Bohannon is meeting these problems with a visual card filing system 


HREE colors of cards and a 

rack of transparent envelopes 
is solving our automobile storage 
problem at Hillsdale Apartments 
for a cost of only 30¢ per unit. 

The Hillsdale Development in 
San Mateo, California, has 51 
apartment buildings containing 
2,500 people. It was built for the 
“forgotten man,” the younger fel- 
low in the middle income bracket 
with a growing family. Statistics 
told us that this group owned one 
car per family, so we alloted each 
family one unit of garage space. 
But statistics were wrong. Our ten- 
ants were middle income people all 
right, but many of them seemed 
to have two and sometimes three 
cars, which complicated our plans. 

Since we wanted space for as 
many cars as possible, we had to 
find some sort of record system to 
keep track of available space. We 
had 750 cars to get into 705 alloted 
spaces. Our solution to the problem 
involved a Sched-U-Graph. 

This device is a visual file, or a 
board with transparent envelops, 
on which we keep a complete re- 
cord of all carports, whether oc- 
cupied or unoccupied and which 
cars occupy them. Our garage man- 
ager uses the device to assign and 
a car stalls for approximate- 
'y 20 families that move in and out 
of Hillsdale each month. 

The board visually shows all 
carports and under-building  ga- 


rages. Each stall is numbered, and 
assigned a card and a transparent 
envelope on the Sched-U-Graph. 

Into this transparent envelop, or 
horizontal pocket, is slid the card, 
which lists visually the stall num- 
ber, the apartment number be- 
longing to that particular stall, 
and the building number. If the 
unit is vacant, we use a white card. 

When a new family moves in, 
a new card, this time buff-colored, 
is made out for the stall. This 
card contains the information that 
was on the white card when the 
apartment was vacant, plus the 
name of the new tenant, Since 
this information is completely vis- 
ible it tells us immediately that 
the family’s car is in the stall be- 
longing to their apartment. 

he Sched-U-Graph board 
hangs on our main office wall 
next to the plot plan showing the 
apartments, the Salen dooallinas, 
and the carports. Since the car 
stall units are arranged geographi- 
cally instead of numerically on the 
Sched-U-Graph, our garage man- 
ager can easily locate the carports 
nearest the dwelling units in ques- 
tion. 

However, this isn’t all there is 
to assigning car space. There can 
be many complications. Sometimes 
a family with two cars will move 
in. Their stall may already be used 
by another family with two cars, 
so we must give them a stall other 
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More than .750 cars are served by 705 car 
ports and garages. Extra cars get space im 
mediately when vacancies appear on sched 


board in the garage manager's office 


than that regularly assigned to the 
apartment. When this happens we 
use a salmon-colored card, which 
tells us that the car is not in its 
right stall. The reason for the mis 
placed car is typed out of sight, 
and the salmon color immediately 
tells us that the car should be re 
assigned as soon as its stall is va 
cated. As vacancies occur, we 
gradually get misplaced cars into 
their proper stalls. 

If there is a tenant without a 
car, a green signal tab is inserted 
on the card for his garage. Since 
we do not wish him to pay the 
$5.00 a month stall rental for 
space he doesn’t use, and because 
we need his space, we look for a 
family with several cars and of 
fer them the carport at the same 
rental, stenattoe 9 deducting the 
amount from the car-less tenant. 

An unusual situation occurs 
when a family without a car 
moves in and is assigned a stall] 
other than that belonging to their 
apartment. When this happens, 
we use a salmon-colored card with 
a green tab. A family with two 
cars may have a salmon-colored 
card for the one away from the 
apartment, and a buff-colored one 
for the regular carport. A salmon 
colored card always means to us 
that the car stall is not the prep 
er one for the apartment, while a 
green signal tab signifies an empty 
space ready for immediate action. 
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oe must be at least a dozen 

ways to describe the word, 
“salesman.” Somewhere, just re- 
cently, an excellent definition was 
given: A salesman is a man who 
SELLS. It isn’t likely there is a 
better way to say it. But the amaz 
ing thing about selling is this: 
Your financial success and your 
record of accomplishment is based 
not on the fact that you sell, but 
on how much and how often you 
sell. 

Selling real estate is just about 
like selling anything else. We all 
know of people in this business 
who are extremely successful, and 
we all know of plenty more who 
are just “getting by.”” And some- 
times we wonder why it is that two 
men, each putting in the same 
number of hours each day, can 
wind up at nearly opposite poles 
insofar as accomplishment and 
earnings are concerned. 

Let’s see if we can determine in 
a general way why it is that one 
man is successful and another is 
not. There are some who say it 
is because of superior knowledge, 
and there are some who say it is 
because of the fickleness of for- 
tune. This writer believes that 
many, many times it is because 
the successful man happens to 
have a sort of vivaciousness, an 
outstanding enthusiasm, or maybe 
just a plain, likable manner. How- 
ever you might describe it, I like to 
use a well-known phrase and call 
it more bounce to the ounce. 

So let’s talk about this “bounce,” 
what it is that gives you more 
spirit and intensity, what it is that 
makes people pay more attention 
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How to Have More Bounce to the Ounce 


Why is one man successful and another not? How can we convince 


people that we are better to do business with than the other fellow? 


The author reduces the answers to three rules: Personalize your 


personality, accentuate the positive, and treat yourself to the best 


By Sam G. RussELL, Sales Manager 
D. C. Burns Realty & Trust Co. 
Denver, Colorado 


to you than to the other fellow, 
what it is that puts more busi- 
ness within your grasp! 

First of all, let’s remember it 
isn’t important that we think we 
have “bounce.” The important 
thing is that other people get the 
idea we have “bounce.” What 
makes other people get an im- 
pression like that? People develop 
their feelings about you, whether 
good or bad, mainly by what they 
see and by what they hear. 

If we are in agreement up to 
this point, then all we need do is 
determine how to mold ourselves 
so that others will recognize us, 
when they look at or listen to us, 
as being more interesting or more 
desirable to do business with. May- 
be we can reduce it to a set of rules. 

There could be a dozen or more 
rules to follow, but it will be easier 
io remember if we boil it all down 
to just three. And these three 
should be enough, because they 
contain the very essentials of what 
other people look for if they are 
prone to be influenced by an in- 
dividual or a business that has 
more bounce to the ounce. 

RULE 1 — PERSONALIZE 
YOUR PERSONALITY. You can 
make it easy for people to remem- 
ber you, or remember what you 
do. In order to do that, you must 
do something different from what 
other people are doing. Then you 
must see to it that people rernem- 
ber that you did it. 

Nearly every successful person 


you can name has something dif- 
ferent in his personality. It isn't 
necessarily the thing that makes 
him successful, but it is the thing 
that assists him in being success- 
ful. A personalized personality is 
a “must” in the theatrical and 
radio world. Think of Crosby and 
his clothes, Jack Benny and his 
money, Durante and his nose. 
Think of the Presidents of this 
great nation that you can remem- 
ber. Washington cut down a 
cherry tree, Abraham Lincoln told 
stories, Calvin Coolidge had little 
to say, and then only briefly. The 
Colorado governor wears cowboy 
boots and a western hat and is 
seldom photographed without a 
pipe in his mouth. These are the 
ihings that are different, and these 
are the things people remember. 

Perhaps you are shy, and you 
hesitate to personalize yourself. 
The answer than is to personalize 
your way of doing business. The 
‘armers’ Market in Los Angeles 
is known the country over because 
its way of doing business was per- 
sonalized by a man named Fred 
Beck who had the timerity and 
originality to write unusual ad- 
vertising copy. 

Many businesses are person- 
alized by the things they give a- 
way. You often read of this type 
of personalizing. A restaurant, 
celebrating its twentieth anniver- 
sary, picks up every twentieth 
check that comes to the cashier, A 
cab company has one cab on the 
street that gives you a free trip 
if it happens to be the one you 
choose. A super market has alarm 
clocks in the check stands and if 
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one rings while your groceries are 
being checked you get ’em free. 


Businesses can be personalized 
by mottoes or signs. Think about 
the signs you see on a trip through 
your town or your state. fn a sport- 
ing goods window: Shotguns for 
weddings or for hunting. At a 
tombstone shop: Drive carefully, 
we can wait. On a furniture store: 
Feather your nest with a little 
down. 

What about real estate mottoes 
and signs? There must be thou- 
sands of them. Here are a few: 
Whether you rent or whether you 
buy, you pay for the home you 
occupy. The best way to get on 
your feet is to own a place to sit 
down. Your landlord is buying 
a house — are you making his 
payments? 

Along about here you are no 
doubt saying, “Yeah, that’s all 
very true, but what can / do? 'm 
interested in my personality, not 
the other fellow’s. I can only tell 
you the old story of the rooster 
who found the ostrich egg. He 
called his hens around him and 
said, “Ladies, I don’t intend to 
go into the mechanics of this thing 
— I can only point to what others 
are doing.” 

If your personality is not within 
yourself — and that is where it 
should be — then make doubly 
sure it is reflected by your way of 
doing business. Picture it or print 
it, in preference to saying it. The 
eye is alert, the ear is lazy. The 
average girl knows that, and so 
should you. She would rather have 
beauty than brains because she 
knows that the average man can 
see better than he can hear. 

If you can possibly develop an 
unusual personality within your- 
self, do it that way, surely. To the 
people who converse with you, 
YOU are the personality of your 
firm. People don’t buy homes from 
firms or corporations, although 
they may at times be influenced 
by what they see or hear about 
them. But ordinarily, people buy 
homes from people, from salesmen 
and saleswomen whose intelligence 
and personality inspire action and 
induce the spending of thousands 
of dollars on a single transaction. 

The things you do each day are 
a reflection of your personality. 
A stranger stops you on the street 
to ask a question. A friend becomes 
angry with you. A client questions 
your recommendations. Your wife 
runs away with the laundryman. 
These are the things that test your 
personality. 

Maybe you are wondering if 


your personality is a good one. 
Don’t kid yourself! You know 
when you are getting across, and 
when you are not. The easiest way 
to check on your personality is to 
watch its effect upon other people. 
If you have personality defects, 
someone will tell you about them. 
If you don’t hear about them 
from your wife, you can always 
depend upon your wife’s mother. 

RULE 2 — ACCENTUATE 
THE POSITIVE. Very few of us 
realize what percent of our con- 
versation is negative. We speak 
that way from habit. 

When we are small, we're told. 
‘If you're bad, Santa won't come.” 

We grow older, and we're told, 
“If you're not home by 11:00 you 
can't go out tomorrow.” 

And as the years go by, someone 
says, “If you don’t make it by the 
time you're forty. you’re never 
going to make it.” 

It could have been said this way: 
“Good little boys are always in 
the first page of Santa’s book,” 
or,, “If you get home by 11 to- 
night, you can have the car for 
the game tomorrow,” or “The time 
for accomplishment is now. The 
things you wished for yesterday 
may be within reach today.” 

Sounds a lot better, doesn’t it? 
It’s just a case of handling words, 
and if you do it right, there's magic 
in them. 

Think a bit about the person 
who is always telling you about 
the dismal things in life. His job 
is driving him crazy, his boss is an 
old “Foof,” someone gypped him 
on a battery and his car wouldn't 
start, his neighbor hasn’t got a 
chance to get the promotion he’s 
hoping to get, and he thinks he’s 
got a boil coming on his neck and 
you know how boils are. All a 
fellow like that ever knows is a 
bunch of inane mouthings. You've 
met people like that — and so 
have I. The world is full of ‘em, 
and not a single one of them has 
ever been accused by anyone of 
having more bounce to the ounce! 

You feel about that kind of 

erson just like the colored boy 
felt regarding his session with the 
judge. The judge asked him how 
he pleaded to the charge of steal- 
ing chickens. He replied, “Ah 

leads guilty, and ah waives the 
hearin’ “What do you mean, 
you waive the hearing?” asked the 
judge. “Ah just don’t want to hear 
no more about it.” 

If you want to learn to accentu- 
ate the positive, pay attention to 
how successful people talk. They 


Nationa Rea Estate AND Burtpinc JourNAL — May, 1952 


talk about what a terrific job some 
one has done, how this important 
problem was solved, of all the ad 
vantages to be gained when the 
job is done. If you will watch it, 
and learn to speak conversational 
ly in a positive manner, you will 
have the edge on at least 70% of 
all the people you know, because 
that percentage unconsciously 
speak negatively from habit. 

Here’s another way to think of 
it: Have a talent for appreciation. 
It’s an easy talent to develop, and 
you don’t have to learn to flatter 
in order to do it. Think how easy 
it is to say: “You're looking well 

. that is an attractive coat 
I saw you in your new car yester 
day ... I've been hearing wonder 
ful things about your son (or 
daughter ) it was nice of you 
io mention it.” 

How many times a day do you 
have the opportunity to say things 
like that and never say them? 
Notice this about appreciation 
it is always about the other fellow. 
It is not about your coat or your 
car or your son. If you talk about 
what you've got. the other fellow 
won't think of you as having 
bounce. You'll be a dull thud, so 
far as he’s concerned. 

Try to develop traits in your per 
sonality that are immediately posi- 
tive. How about these? Unselfish 
ness, pleasantness, fairness, kind- 
ly lalenseadion: Avoid dislike, or 
negative traits like these: Sarcasm, 
intolerance, impatience. 

Maybe the best way to accent 
the positive is to remember this: 
Any client you choose will open 
his arms to you the minute he 
understands that you are trying 
io be a part of his answer, and not 
a part of his problem. He isn’t in- 
terested in the things that trouble 
you, nor is he interested in pre- 
dictions by you as to the things 
ihat can’t be done. He wants to 
hear you say what can be done, 
because he is eagerly waiting to 
help you do it. 

If you want to succeed in the 
real estate business, if you want 
people to move forward with your 
ideas instead of retreating with 
them, all you have to do is remem- 
ber to accentuate the positive. 

Rule 3 — TREAT YOURSELF 
TO THE BEST. Remember, we're 
talking about how to develop more 
bounce to the ounce. 

Enthusiasm, vivacity, intensity, 
warmth — whatever you want to 
call it — springs from within. It 
will never be of much use in aid- 
ing you to influence others if it is 

(Please turn to page 41) 
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By LYNN DAVIS 





LANK real estate office was in a quandary. Sub- 

division sales had jumped so that they had point- 
ed out serious weaknesses in the company’s method 
of processing. No two buyers were being handled in 
the same way. There was no cross index of progress 
made on past, present, or future units of the subdivi- 
sion. Precious time was being wasted trying to find 
pertinent information on buyers in _unsystematic 
files. Buyer complaints were mounting and poor 
public relations with them. 

The company wanted to make order from chaos 
with a simple yet efficient system. How did they do 
it? They devised this step-by-step procedure: 

From the time buyers are brought in by the sales 
people, each visit must be by appointment, after the 
initial deposit is made. Loan papers are then drawn 
up and building contracts ordered. Changes the buyer 
wishes are discussed only after the loan has been ap- 
proved by the FHA or VA and the lending institution. 

Making and keeping an appointment has a definite 
psychological effect on the buyers who realize that 
time is valuable and they should consider their prob- 
lems carefully. 

All complaints must be submitted in written form, 
giving full details of the complaint, before any steps 
are taken. This form is then turned over to the con- 
struction office for examination. When a decision has 
been reached the central office is notified and it in 
turn calls the buyer to explain what can or cannot 
be done. 

This proves most satisfactory over the former tele- 
phone calls and spontaneous discussions because it 
eliminates such quibbling as “But I said so and so and 
you have done hes and so.” The written complaint 
cannot be changed. 

Regular contact between the construction office and 
the subdivision project office coordinates the work. 
Written eleeallies communications are carefully 
filed for future reference. 

Three sections of individual file folders for each 
buyer were set up; one for those on the waiting list, 
another for those being processed, and the other for 
those whose homes are completed. The active file con- 
tains information about those buyers being processed, 


How to Process 


Subdivision Sales 


Costly mistakes and ill-will can be avoided 
if the progress of a subdivision is charted 


systematically and buyers processed carefully 


papers in connection with their house and lot, and an 
individual progress sheet which shows the date of 
each call and the result. All detailed information can 
be read from the progress sheet, which is stapled to 
the folder. 

A master progress sheet shows each unit under con- 
struction, the name of its buyer, and the progress of 
the unit. This enables the office to see at a glance 
which part of processing needs attention. 

Three large maps of the subdivision also show pro- 
gress of units. One map is used for the buyers to 
select their lots. This is taped to the processing desk. 
A map on the wall is color keyed to desi nate which 
lots have been sold, processed, or are name for build- 
ing. The third map is color keyed to show which lots 
have homes on them, processed, and the units and lots 
available for future sale. 

This procedure gives a triple index. The buyer’s 
individual progress sheet can be checked against the 
master unit progress sheet which can be checked with 
the maps. The subdivision manager can see quickly 
the status of each lot in the subdivision. 

The procedure works like this. A new unit of land 
is opened and those buyers on the waiting list are 
called to make appointments for choosing their lot. 
Staggered appointments prevent rush periods and 
con buyer is given more attention. 

Once the choice of lot and house is made, the papers 
necessary to obtaining a loan are drawn. Appoint- 
ments are then made for signing the papers and com- 
pleting negotiations with the lending agency. 

The distribution of papers to the contractor, con- 
struction company, and mortgage institution are 
made on regular days. After the mortgage is signed 
by the buyer, construction starts on the house. All 
this is carefully marked on the individual progress 
sheet. 

When the new unit of land opens, a master pro- 
gress sheet is set up with names of buyers, lot num- 
bers, house plans, and processing information up to 
the time of completed construction and occupancy. 
This is checked daily against the individual buyer 
sheets. Recording on maps is made twice a week from 
the master progress sheet. 
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OU’VE just sold a couple a 
home. The transaction has 
been a pleasant one. The buyers 
are the sort of people whose 
goodwill is important to you: you 
have a feeling that a lot of their 
friends are going to be looking for 
new homes soon. Or listing their 
old ones. Or both. 

In that situation, different firms 
react in different ways. Some send 
flowers; others send a photograph 
of the new home; still others send 
stationery with the new address 
printed on it. But all of these ex- 
pressions of appreciation are just 
between you and the buyers. Why 
not make a tactful but definite 
step toward contact with that 
circle of friends whom you would 
like to serve? 

If you analyze the situation 
carefully, you'll realize that your 
client-couple is just bursting with 
pride and enthusiasm over their 
new home. They want all their 
friends to know about the move 
and to come and see them in their 
new home. 

Give them a neat little mailing 
piece with which to announce the 
important news to their friends 
and relatives. As long as you are 
supplying this item, they certainly 
can't object to a modest and un 
obtrusive line on it to the effect 
that they bought the new house 
from you. 

A small folding card the size of 
an average greeting card will do 
the trick nicely. The two illu 
strated on this page have been 
found more than ordinarily effec 
tive. One of them pictures a little 
girl struggling with a hamperful 
of household effects; in the back 
ground there’s a moving van that 
ties into the announcement “We 
have been moving into our new 
home.” On the second page there 
are several whimsical sketches of 
moving-day scenes and the words 
“Some job but now ———” and the 
line is continued on page 3 “the 
welcome carpet is out for you!” 
There’s a picture of a doorman and 
a welcome carpet and below this 
there are spaces for the new home 
owners’ names, address, and tele- 
phone number. On the back there's 
another cartoon and also the words 
“Our fine new home was obtained 
for us by John Doe Realty.” 

The other mailing piece is more 
restrained. It’s a french-fold folder 
with a cut-out first page into 
which a photo of the new house is 
inserted. Under this the wording 
is simply “We're in our new 
home.” Page 3 carries an invita- 
tion to visit the new owners soon. 
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MAILINGS TO 


PRODUCE LISTINGS: 


change of address cards 


By A. ROWDEN KING 


Here’s an effective mailing piece — your last client mails it for you! 


This device can make good prospects out of your customers’ friends 


wy > 


-C. 











This French-fold type of folder has a cut-out first page in which a photograph of the 


new house may be placed. The folder opens up to show the owner's name and new 
address. In small type it says, “John Doe Realty Helped Us Find Our New Home” 





New Home 


‘ 





SOME JOB 


WE 4 ~ 

44” But Now - é % ¢ 

“fi s & £ = La 
a 


+ The “Welcome-Carpet 


ZX. - Is Out for You! 
= ae 3 
Vi 
en = 


a LO 


Here’s a less formal type that uses for attention-getters the familiar, somewhat comical 
scenes of moving day. Page 4, not illustrated: has another cartoon on it and a line to 
the effect that your real estate company helped the owners find their fine new home 
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By F. D. COURNEEN 
Realtor® 
Oakland, California 


T any given moment, ap- 

praised or market value is a 
measure of a property's actual 
worth, and market price is what it 
can be sold for. The two figures 
are seldom the same. The differ- 
ence between them depends on the 
negotiator’s skill and the current 
relationship of supply and de- 
mand. 

As brokers, salesmen, and ap- 
praisers, we are primarily inter- 
ested in market value and how we 
can figure it. For brevity’s sake, 
I'll consider only the downtown 
retail store type of commercial 
property. 

There are three customary ap- 
proaches to estimating value of 
this type of property: 1) the com- 
parative, or market data approach; 
2) the summation approach; and 
3) the capitalization approach. 
Each has its advantages and limi- 
tations, and the reliability of each 
approach depends on different fac- 
tors. 

The comparative, or market 
data approach permits one to esti- 
mate value quickly. The values 
proven by market transactions can 
be readily explained, and com- 
parisons become a check on the 
summation and capitalization ap- 
proaches. 

On the other hand, properties 
are almost always individual to 
some extent and exact compari- 
sons are not possible. Further, it’s 
difficult to get accurate informa- 
tion on a given transaction, par- 
ticularly on the motives of buyers 
and sellers. 

The summation approach sets 
an upper limit beyond which a 
replaceable property may not be 
fairly valued. Using this approach, 
value equals the cost of replace- 
ment new, less depreciation, plus 
fair market value of the land if 
unimproved. The cost of replace- 
ment new means the cost that 


Commercial Property Value 


How do you estimate commercial property value? The autho: 


outlines three ways. He sets up a demonstration appraisal of 


a sample property using the capitalization method. Then h« 


compares the result with the figures obtained by using the 


other two methods — summation and comparative approaches 


would be incurred by an actual 
or potential owner in acquiring an 
acceptable substitute property of 
the same capacity and usefulness. 
Capitalization Method 

The reliability of the capitaliza- 
tion approach, which bases value 
on the present and expected net 
income produced by the property, 
depends on four factors: 1) the 
reasonableness of the estimate of 
the anticipated net annual income; 
2) the duration of the net annual 
income, which is usually the eco 
nomic life of the building; 3) the 
use of the proper capitalization or 
discount rate; and 4) the method 
by which the income is converted 
to capital. 

Properties of the nature of 
downtown retail stores are gen- 
erally considered as investment 
properties, and their value de- 
pends on the net revenues they 
produce. The market value of such 
properties is best estimated by re- 
solving those net revenues into 
capital sums by capitalizing them 
at rates of interest which prop- 
erly reflect the risks and hazards 
inherent in them. 

To help you better understand 
these three approaches to value 
and their uses, a demonstration 
appraisal follows using the capi- 
talization approach. The value ar- 
rived at using this approach will 
then be compared to the estimates 
obtained by using the other two 
approaches. 

The hypothetical property se- 
lected for this demonstration ap- 
praisal is a parcel of vacant land 
in the heart of a downtown re- 
tail store district. After careful 
consideration, we decide that the 
highest value of this parcel of 
land can be developed by improv- 
ing it with a one-story, commercial 
store building. 

Next, we must estimate the 


cost of the building, the amount 
of gross annual rental that can by 
reasonably expected from it, and 
the amount of the owner’s expens: 
such as repairs, insurance, and 
operating costs. 


Land Residual Technique 


With this information of the 
property’s net income at hand 
we're ready to process such income 
into capital value. The method we 
will use in the demonstration ap 
praisal is called land residual tech 
nique, which assumes hypotheti 
cal, new and proper, one - story 
structure. It’s one of the most 
useful devices used by appraisers 
in evaluating lands in business dis 
tricts, particularly in areas which 
are substantially built up. 

Generally, the land residue 
technique involves the computa 
tion of the annual charge for inter 
est on, and provides for amortiza 
tion of, the cost of the improve 
ments. This is deducted from the 
net income to the property and 
the residue is the net income at 
tributable to the land. The capi 
talized amount of this residue is 
said to be the capitalized value of 
the income earned by the land 
For that reason, it is called the 
capitalized value of the land. 

You'll note in the illustrated de 
monstration appraisal that two 
methods have been used to re 
capture the investment in the 
building. One is the annuity am 
ortization method and the other. 
the straight line depreciation 
method. The difference between 
the computed values shown 
(Building Charges) is due to the 
difference in the methods of pro 
viding for the amortization of the 
cost of the improvements. 


*This article is condensed from a lecture 
by F. D. Courneen delivered at the Ook 
land Real Estate Board’s Institute on 
Value. 
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The annuity method shouldn't 
be used unless the income has the 
characteristics of an annuity. Most 
income properties are leased for 
terms which are appreciably less 
than the useful life of the build. 
ing, and there is no assurance of 
the amount of rent which will 
be collected in 5, 10 or 20 years. 
This uncertainty takes such in- 
come out of the annuity class. 

However, the annuity method 
is proper in valuating a property 
under long term lease to a triple 
A tenant of good financial stand- 
ing at a stipulated flat annual or 
monthly rent. 


Straight Line Method 


The straight line depreciation 
method of providing for amor- 
tization of the investment in the 
building enjoys the widest range 
of acceptance, and in most ap- 
plications, is conducive to develop- 
ing the most reasonable estimate. 
Inherent in this method, though 
not readily apparent, is a declin- 
ing income feature which is con- 
sonant with experience. However, 
this method is reasonably cor- 
rect only in the case of a new 
building because it is necessary to 
make assumptions relative to the 
starting point — the present value 
of the depreciated building. 

In the demonstration appraisal 
we have used the capitalization 
approach. Now let’s explore the 
other two approaches in order to 
test the reasonableness of the esti- 
mate obtained by the capitaliza- 
tion approach. 


Comparative Approach 


Under the comparative, or mar- 
ket data, approach we'll assume 
there are four properties in the 
immediate area which are identi- 
cal in all respects except age, and 
which have Son sold in the past 
year. Lot size, building size, and 
desirability are comparable. They 
are leased on the same terms and 
are producing the same rental in- 
come. They only differ in condi- 
tion and/or age of the buildings. 

An analysis of the sales prices of 
these four properties indicates a 
range of $340,000 to $380,000, and 
after further consideration, it is 
determined that the oldest proper- 
ties sold at the lowest price. One 
of these properties was a new 
building completed and fully ten- 
anted in the past year. This prop- 
erty sold for $375.000. 

Weighing these four sales and 
giving particular consideration to 
the one that sold at $375,000 
which was improved with a new 


building we find that our estimate 
of value arrived at through the 
capitalization approach is reason- 
able. 


Summation Approach 


Under the summation approach, 
we investigate, check a and 
consult with other brokers who 
handle properties in the area. We 
arrive at the opinion that compar- 
able, unimproved sites in the area 
having the facilities and the de- 
sirability of the property in ques- 
tion are selling at a price range of 
$250,000 to $280,000. Taking the 
average of the price range, which 


is $265,000, and adding the $100,- 
000 building cost (obtained from 
the demonstration appraisal) we 
find that we have a justified value 
under the summation process of 
$365,000. This is a further indi- 
cation that our previous estimate 
is reasonable. 


Before we leave the demonstra 
tion appraisal, let's explore the 
capitalization rate that we used to 
convert the net income into capi- 
tal value. We used a rate of 6% 
and we believe it is the proper 
rate necessary to attract capital to 


Please turn to page 40) 





Gross Rental Income ......... 


(Stabilized, and with allowances 
made for vacancies and col- 
lection losses) 


Expenses and Charges ........ 


(All expenses — operation, 
repairs, taxes, insurance) 


Net Income to the Property .... 


(Estimating the net income 
to the property completes 
the first step in the 
appraisal process. Next 
step is to convert the 

net income into capital 
value.) 


Building Charges ............ 


(Based on a cost new of 
$100,000, a level annual 
amount that will completely 
amortize the building in- 
vestment in 50 years together 
with interest on the declining 
balances thereof at 6%. The 
50 years is the estimated 
economic life of the building.) 


Net Income Attributable to Land 


Net Income Capitalized at 6% 


(Based on income) 


(Based on cost) 





*6% of the building cost new .... 


(100% + 50 years =2%) 





Demonstration Appraisal — Retail Store Property 
Capitalization Approach 


Annuity Amortization 


. 17,656 


. .294,267 


266.667 
($17,656 ~ .06) 
SUMMARY 
TS Se re 294.267 266.667 


PP eee 


7“ eae . $6,000 
2% depreciation over 50 years ..... 


Straight Line 


Method Depreciation Method 
$36,000 $36.000 
12.000 12.000 
24.000 24.000 
6,344 8.000* 


16.000 


100.000 


$366.667 


peesia ‘ 2,000 


$8,000 
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Prospects jam demonstration houses in Pueblo to see new tongue-and-groove, cedar plank construction 








e IN FLORIDA 


Homes our readers 


: are building 


e IN COLORADO 


EOPLE stood in line with money in hand. They wanted to see the model houses 
built of tongue-and-groove, 4 x 8-inch red cedar planks. This new type of 
construction is being used by Spurr Development Co. in Pueblo’s Montair addition. 
Planks that form exterior walls are assembled with 14-inch steel rods running 
from foundation through to the top plate on four-foot centers. Cracks between 
planks are sealed with caulking compound. The walls are said to be equal to 
about 20 inches of solid masonry in insulating value. The U factor is .20. 

Floors are conventional oak. Interior partitions are dry wall. Bathrooms use 
Briggs colored fixtures and have plastic tile walls around the tubs. Kitchen cab 
inets are Youngstown. Non-basement houses will be heated with horizontal type 
forced air furnaces, and basement houses with gravity furnaces. Roofs are op 
tional, either built-up or composition shingle. Built-up roofs are 3 in 12 pitch and 
composition roofs are 5 in 12 pitch. Exterior walls may be stained in any of 12 dif- 
ferent colors; the interior of the outside walls may be finished as desired by staining, 
varnishing. burning. and so forth. 

Lots have minimum frontages of 60 feet, and prices range from $9,000 to about 
$12,500. The illustrated model has 1025 square feet and sells for $10,450. 

A concentrated newspaper and radio ad campaign stressing the new type of 
construction pulled 12,000 people during the first three days the two demonstra 
tion houses were shown. Fifteen sites were sold before opening day. More than 
250 prospects are on the builders’ list awaiting calls when more sites are available 


.. Cooperative housing project offers 44 houses with five or six rooms plus bath, screened porch, garage 





YOWART Brothers, Inc., realtor-builders of Jack 

A sonville, are sponsoring the first cooperative 
housing project in Florida to be built under the 
amended Section 213 of the Federal Housing Act. 
The amended section permits mortgages to be in 
sured by FHA for up to 90% of the cost. An in 
sured 40-year mortgage of $440,000 at 4% interest 
has been endorsed by the FHA against the 44-house 
project. Members of the cooperative pay a charter 
fee of $900. Rental range is $54.52 to $64.96, depend 
ing in choice among five floor plans, 17 elevations. 

Started in April of last year, the project is sched- 
uled for completion in June. Houses are equipped 
with hot water heaters and Coleman or Duo-Therm 
oil-burning space heaters. Kitchens are provided with 
General Electric ranges and garbage disposal units. 
the refrigerators to be furnished by the occupants. 
Interior walls are plaster and floors are asphalt tile. 
Bathrooms are equipped with Crane plumbing fix 
tures and have ceramic tile floors and walls. Ra-Tox 
curtain doors are hung in closets and between din 
ing room and kitchen. 

Landscaping will be done by the cooperative as 
sociation, but occupants will be responsible for up 
keep. Lots are 75 x 117 feet and larger. 
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e IN MICHIGAN 





Large ranch type houses in Timberlane Brook Plat feature stone veneer, two baths, double garage 


OLLING, heavily-wooded terrain bordered by a creek forms the setting for Tim 
berlane Brook Plat near Kalamazoo. The 98-lot area is being developed by Realto: 
Builder Harry Hurni. Started in 1949, it is now about 80% completed 
Prices of houses being constructed on the plat range from $25.000 to $65,000. The 
house illustrated sold for $32,500 not including lot and landscaping. It has a floor area 
of about 2,400 square feet including the two-car garage. Average lot size is 110 x 150 
feet, with frontages ranging from 100 to 150 feet and depths from 150 to 575 feet 
Houses are restricted to a minimum of 25,000 cubic feet of living space, All plans 
are approved by Hurni. Set-backs are restricted to a minimum of 50 feet from the 
street line and 10 feet from the side lines. Hurni has built 50°% of the houses now 
completed, the others being built by outside builders. All homes are being financed locally. 
The home pictured has a large basement and seven rooms, plus two baths, a powde: 
room, and breezeway. The kitchen is equipped with a General Electric garbage dis 
posal unit and dishwasher. Kitchen counter tops are linoleum. Kitchen and study floors 
are rubber tile and all others are oak. The 14 x 24-foot living room features a fire 
place and a large circular picture window glazed with Thermopane. Hurni uses nation 
ally-advertised products to stress quality whenever possible. Some of these are Delco 
furnaces, Koehler and American Standard plumbing fixtures plus those mentioned above 
Hurni promotes the sale of the houses with classified and display advertisements. He 
uses demonstration houses and sends personal invitations to an exclusive mailing list. 
Purchasers are permitted to select interior colors. 


e IN WASHINGTON 


Modern Home Builders, Inc., will complete a 400-house project in Seattle by the end of 1952 


HOME overlooking Mt. Ranier and Puget Sound; r 7. aa 
[XX a home near shopping facilities, schools, trans _ KITCHEN 
portation, and the best movie theater in town. These 
are sales-features of a 400-house development in 
Seattle. The project was started in 1947 by Modern 
Home Builders, Inc.. and is to be finished this year. 

The builders run ads daily in the newspapers to 
attract prospects but they find that most of their 
buyers are either friends of satisfied customers or ad 
are interested passersby who see the houses under 
construction. The prospects are usually attracted to 
a finished but unoccupied block of houses and, find 
ing most of them sold. are shown the next group 
just being started. 

The house pictured has 930 square feet of floor 
space and sells for $12,400 on a 70 x 120-foot lot 
Other houses range from $8,850 to $12,400. Builder 

7 D. H. Healy says the floor plan illustrated here is ihe 
most popular — it provides good air circulation and 
easy access to all rooms. The two bedroom house has 
a fireplace in the living room and another in the 
full basement. All the houses have overhead rock 
wool insulation and weatherstripped doors. They are 
equipped with Schlage hardware, American Standard 

plumbing fixtures, and Lennox furnaces. 
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what's wrong with our subdivisions? 


What are the requisites of good subdivision planning? The author 


takes a controversial view of some current planning techniques 


By MYRON HOWARD WEST* 





ANY subdivisions lie in the path of growin 

cities and are destined to become an integra 
part of the built-up community. In such cases, they 
should be carefully planned to fit into the city’s struc- 
ture and should not hamper its orderly expansion. 

A city is an instrument of civilization, built prima- 
rily for work and industry, and incidentally for abode, 
culture, and recreation. Convenience in its everyday 
use is of the utmost importance. Its streets are its very 
backbone. To block or hamper logical street exten- 
sion is a serious matter. This at once interferes with 
the daily traffic which is so vital to the functioning of 
a city and which uses minor streets far more Sm 
major thoroughfares. A master plan should be adopt- 
ed and enforced to properly guide the subdivision 
ecm Otherwise he should use judgment in ad- 
1ering to good city planning practice. 

A frequent obstruction to logical city expansion is 
the curvilinear layout lying in the path of a growing 
city, where whole square miles are laid out with short 
curves merging into straight lines. This, in itself, is 
incongruous. Narrow stub-ended streets and cul-de- 
sacs make it worse. Besides wasting valuable land and 
making conditions unfavorable for fighting fires, 
these layouts defeat the purposes they are often said 
to achieve — privacy al protection of children. 

Although statistics aren't available, it’s my obser- 
vation that such layouts are more dangerous because 
a false sense of security causes children to play in the 
streets where they have less chance to get out of the 
way of drivers made impatient by the street laby- 
rinth. And privacy can be obtained in other ways. 

A costly Seesiion project has just started in a mid- 
western city which will not only cut off several sec- 
ondary but one very important main street. It isn’t 
possible to estimate the cost in dollars that will surely 
result by bringing about this inconvenience to traffic. 

Not only housing projects but parks, cemeteries, 
golf courses, and even modern traffic arteries fre- 
quently obstruct city growth. Central Park, New 
York, is a glaring example. Contrary to the advice 
of the seed planner, Frederick Law Olmsted, who 
suggested placing it along the banks of the Hudson or 
East River, it was placed squarely in the path of im- 

ortant streets leading through the center of Man- 
eaten, resulting in a huge daily cost to traffic. 

The widespread copying of New York’s splendid 
freeway system is also defeating the primary func- 
tion of the street system. In New York the new high 


*Mr. West, retired from business, is one of those responsible 
for the development of Chicago’s vast lake front park system. 
He is a graduate of Massachusetts Agricultural College, 
and was one of the country’s first proponents of city zoning. 


speed thoroughfares along the Hudson and East Riv- 
ers are marginal and don’t interfere with cross streets. 
But in other cities these highways are planned to 
carry to the center of the city with separated cross- 
ings as far apart as one-half mile. Here, again, the 
cost of inconvenience to traffic is tremendous. 

Only where the development project cannot be en- 
croached by the advancing city can the land planner 
have a free hand to utilize the land to its best ad- 
vantage. Here, however, whether the tract is 40 acres 
or 1,000, if it is destined for human habitation sensi- 
ble planning should follow sound rules of land eco- 
nomics. 

The successful subdivision is planned for future 
extension, no matter how small or large the tract may 
be. If it is a large, outlying subdivision, it may start 
with an artificial lake and a golf course as a nucleus. 
Or it may start as a layout for an industry needing a 
factory layout with railroad yards and docking facili- 
ties, with layout for homes and all attendant features. 

What are the basic features of this subdivision? 

Streets are laid out with ample width. Pavements 
are wide —— for cars to park on each side and two 
to pass safely between, not less than 32 feet between 
curbs and wider on main streets. There are no shrubs 
at intersections or even along streets from which 
children could dart unseen into the path of auto- 
mobiles. 

Streets extend logically towards an_ objective. 
Where rough terrain makes curves necessary, they 
are long and graceful with adequate sight distances. 
They are carried on in one general direction without 
wiggles or senseless returns. 

ly suitable land is used for home sites. A once 
swampy tract is now a lake for swimming, boating, 
and fishing. Land too rough for housing is now a golf 
course. School sites are large enough for playgrounds 
and schools double as community meeting places. 

House lots have interesting variations in size and 
shape. They are laid out to fit the ground so a buyer 
can find just the right plot to fit his needs. 

Areas for neighborhood stores have ample parking 
space and are so located as to give greatest conveni- 
ence to patrons and insured prosperity to merchants. 

Lot buyers pay for improvements as they are in- 
stalled and a revolving fund is established which 
greatly reduces the amount of money usually needed 
to be set aside for development. A carefully selected 
and drilled maintenance force keeps streets clean and 
looks after all other civic housekeeping. 

This is the land planner’s reward — satisfaction of 
having built a community of contented residents and 
having caused dollars and trees to grow where none 


had been before. 
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By GEORGE F. ANDERSON 


HAD a client who signed a con- 

tract to do the masonry work 
on a building. The walls were to 
be nine inches thick but as this was 
contrary to the Building Code, 
they agreed to put 12 inches in the 
contract, but with the secret un- 
derstanding that the walls were to 
be nine inches. After my client 
had finished the job the owner 
refused to pay him because he had 
not complied with the contract. 
My client could not do a thing 
about it, because a contract speaks 
for itself and it is not permissable 
to show that there was any under- 
standing different from the con- 
tract, nor the negotiations and con- 
versations leading up to the con- 
tract. 

A broker was working on the 
sale of a building. The buyer did 
not want to sign a contract without 
conferring with his wife first. The 
broker said, “You sign the con- 
tract, and talk to your wife to- 
night. If she objects, phone me and 
I will tear the contract up.” 

The buyer signed the contract, 
but the next morning phoned the 
broker that the wife objected and 
to tear the contract up. The bro- 
ker said, “Oh no you don’t. You 
signed the contract, and now you 
stick to it.” 

This presents a different situ- 
ation as you will see by a quotation 
from the case of Bultman vs. Fran- 
kart, 194 Wis. 296. The quotation 
is, “It is not necessary that there 
be fraud; if there was an agree- 
ment or understanding, as found 
by the jury in this case, that the 
contract was to be, as the defend 
ant stated it, ‘no good’ until he 
made the down payment, it is suf- 
ficient, and the fact may be estab 
lished by parol evidence without 
in any way infringing on the rule 
contended for by the plaintiff. The 
contingency upon which the con- 
tract was to go into effect having 
never happened, the defendant is 
not liable.” 


—— points to remember in 
connection with Release Deeds: 
(1) You may rely upon the rec- 
ord of a release deed executed at 
or after maturity of the note. 
Marsh vs. Stover, 363 Ill. 490. 

(2) You may rely upon the rec- 
ord of a release deed executed on 
a prepayment date. Lemartz vs. 
Quilty, 191 Ill. 174. 

(3) You may not rely on the rec- 
ord of a release deed executed be- 
fore maturity of the note. Kennel 


vs. Herbert, 342 Ill. 464. Vogel vs. 








Is an understanding legally binding that is different from the terms 


in a contract? Can a mutual mistake in a deed be corrected as 


ains ona fide purchase? Our legal expert supplies the answers 
against a bona fide purchase? Our legal lies tl 


Troy, 232 Ill. 481. In such a situa 
tion it is necessary for you to see 
the cancelled notes, in case the can 
celled notes exhibited to you are 
duplicates. 

(4) You may not rely on the rec 
ord of a release deed, executed by 
the holder of the note, instead of 
the trustee. Early vs. Williams, 135 
Tenn. 249. 


MUTUAL mistake in a deed 
CA cannot be corrected as against 
a bona fide purchase. I own lots 1, 
2 and 3. I sell lot 1 to you, but by 
mistake I convey lots 1 and 2 to 
you. I can have the deed corrected. 
but if you sell the lots to a bona 
fide purchaser I can do nothing 
about it. 

“In case of mutual mistake, re- 
lief is afforded against those who 
claim under the grantor except 
against those who by reason of be- 
ing bona fide holders for value 
without notice have an equity su 
perior to the grantee.” 

But supposing you never real- 
ized that I had conveyed lot 2 to 
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you as well as lot 1, and suppose 
the bona fide purchaser thought 
he was buying lot 1 only, but got 
2 also because you just took the de 
scription from the guaranty pol 
icy. Then he would be in the po 
sition of having received lot 2 for 
nothing. Would he then be a bona 
fide purchaser as to lot 2? “Per 
haps, strictly speaking, the exis 
tence of such mistake does not ne 
gate the subsequent grantee’s posi 
tion of bona fide holders for value 
without notice. Such mistake, how 
ever, does undermine and destroy 
the effect of that status and leaves 
the grantee in the second deed sub 
ject to the superior equitable right 
of the grantee in the first. It would 
be inequitable to allow such a pur 
chaser to reap the harvest of a bar 
gain he never intended to make. 
He cannot in such circumstances 
defend on the ground that he is 
compelled to lose the rights accru 
ing from the literal terms of his 
contract.” 

The quotations are from Burke 
vs. Laughlin, 246 Mass. 533. 
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The Might of Termites 


By ELLEN C. BREEDING 


Termites pose a nation-wide problem. They eat almost any wood they can reach. Even fireproof build- 


ings are not immune. They can work their way to wood structure through cracks in concrete or mortar 


joints. You can detect the ant-like monsters in some cases, but it’s best to engage a bonded extermina- 


tor to rid your properties of them. In new houses, definite steps can be taken to insure protection 


ANY houses on the market today have built- 

in invitations to termites, and the realtor or 
builder who can assure his prospects that a house is 
free of termite activity has a salient sales point. The 
public is becoming increasingly aware that the ter- 
mite menace can strike today’s houses as easily as a 
Civil War Mansion. 

Since responsible termite control organizations in- 
spect property at a nominal fee and no obligation is 
entailed, it is definitely to the real estate man’s ad- 
vantage to have buildings in which he is interested 
inspected for evidence of termites. If a dangerous 
situation exists it can be checked; if there is no ter- 
mite activity the inspection report is a worthwhile 
sale inducement. 

The voracious appetite of these tiny wood-eating 
insects results in an annual expense of more than 
$50 million just for building repairs. Termites are 
impartial in their selection; they attack residences, 
offices, public buildings, warehouses, all types of 
structures. Even fireproof buildings are not free of 
their insidious onslaught. Termites can work their 
way up to the wood in buildings through the smallest 
crack in concrete or through mortar joints in masonry 
foundations. In buildings of wood-joist construction 
they usually attack the understructure first. working 
within until the wood becomes a honeycombed shell. 

During the annual swarming season, termites give 
the occupants the only warning they are likely to 
get. Every spring termites in each colony leave their 
nests deep in the ground for a brief flight — some- 
times no more than a few yards. Usually they are 
above ground for just a few hours, but in this short 
time they shed their wings, find mates and set off 
to start a new colony of thousands. 

These swarmers, frequently confused with flying 
ants, are the surest indication that termites are ac- 
tive in the area. However, there are other warning 
signs to watch for. Among them are: 

TERMITE TUBES — When termites are forced 
to pass over open areas in their trips from their 
ground nests to wood they build earth-like shelter 
tubes to protect themselves. Thin, mud-like tubes on 
the foundation walls or pillars under a house show 
that it is being attacked. 

ROTTED WOOD — Termite damage is often mis- 
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taken for rot. It is difficult to distinguish between the 
two. Actually rotting often follows termite attack 
because the termites carry on their bodies fungus 
spores that cause rot. 

WOOD CONTACTING GROUND — If any of the 
wood parts, such as steps and posts, are in direct 
contact with the ground — look out for termites! 

CRACKED WALLS — When cracks appear in the 
exterior masonry walls easy access for termites is 
provided. Interior walls and ceilings also develop 
cracks when termites have weakened the under- 
structure wood members sufficiently to permit the 
building to “settle.” Cracked walls are not always 
proof of termites, but they are a strong indication. 

WINDOWS THAT STICK — When termites 
have done considerable damage to a house some of 
the weakened timbers sag or compress. This throws 
the whole house slightly out of line. Doors and 
windows that stick or floors that sag and squeak are 
frequently the result of hidden termite damage. 

In well-established infestations one or more of 
these signs often appears to reveal the presence of 
termite damage. Absence of any or all of these 
signs does not. however, necessarily indicate the 
absence of termites. 

The safest procedure for property managers to fol 
low is to have property inspected for termites by some 
reputable termite control concern. The trained ter- 
mite inspector knows where to look and what to look 
for. He not only recognizes the obvious signs of ter 
mite infestation, but also the concealed evidence that 
would be overlooked by the layman. 

Here are steps builders can take to protect the:r 
new houses from termites: 

Avoid placing wood in ccntact with the soil. 
The FHA says at least 18 inches should be provided 
in the basementless places between the ground and 
bottom edge of joists. Allow an eight-inch clearance 
between: Wood foundation posts on masonry and the 
ground, basement wooden window sills and finish 
grade, outside wood trim and finish grade. Avoid 
wood sleepers supporting wood floors in contact with 
ground. Don’t let wood posts or steps contact soil. 

Keep wood dry by dampproofing between wood 
and masonry. Set wood posts and partitions in base- 
ments on a concrete base. Wood joist and girders 
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should not enter masonry walls below grade. Avoid 
using wood where condensation can dampen it. 

Ventilate spaces where wood is used. Cross venti- 
late basementless spaces with two or more non- 
corrodible screened openings. Provide windows and 
other means of ventilation in basements. 

Design footings to avoid settlement which will 
cause cracks in foundation walls. Avoid using porous 
concrete and joists. Joists between solid masonry 
units should be filled. Avoid buttering the edges. 

Avoid moisture by providing proper drainage 
around all masonry and footings, dampproofing out- 
side of basement, sloping grade away from house. 

FHA recommends using barriers in the form of 
metal shields placed through masonry or between 
masonry and wood. Unable to pass through the metal 
the termites are either blocked or forced to build 
their tunnels in the open where they can be seen and 
destroyed. 

In all basementless places, portions of basements 
not readily open to inspection, and on exterior walls 
difficult to inspect, the metal shield should be ex- 
tended beyond the face of the wall, the metal bent 
downward at an angle. In areas easily inspected, 
capping masonry walls with a metal shield is sufficient. 


This termite tube extends up the 
side of a cracked foundation to the 
termite-damaged wood girder above 


A broken tube reveals hundreds of 
young termites passing to and fro 
from ground nest to wood above 





Wood in contact with the soil or within 18 inches 
of the ground should be treated with one of three 
preservatives — the oils, the water solutions of pre- 
servative salts, or the highly toxic compounds using 
a non-aqueous, volatile solvent as a carrier. 


Advertising 

(Continued from page 20) 
advertising. He should be able to 
compose ads and mark type and 
space. Many newspapers will train 
such a person. 

“Should location and price be 
included?” Answers to this seem 
to depend on the purpose behind 
the ad, but 62.5% say yes. 

Huie Lamb of Atlanta disagrees. 
He says he uses classifieds to get 
prospects, and if he includes loca- 
tion and price, he defeats that pur- 
pose. 

Leading newspaper ad managers 
say location and price are neces- 
sary for maximum response. The 
price will tell the reader if he can 
afford it. If the price is left out, 
price-conscious buyers may pass 
it up for fear it may be too high. 
Timid buyers will be afraid to ask 
the price. 

All panel members responded 
with an emphatic “Yes” to the 
question, “Do you believe brand 
names of products in the house 
should be included?” 

Don Leckie gives this typical 
reason, “Not only do we get all 
the advantages of the manufac- 
turer’s promotion, but we find it 
builds goodwill with the local 
representative.” 

“Do you include the name of the 
person to contact in the ads; if 
not, how do you refer inquiries?” 
Sixty-seven per cent say no. 


Haven E. Flanders uses his com 
pany’s name, address, and tele 
phone number in all classifieds. 
When a prospect inquires, Flan- 
ders first gets the name. If the 
prospect wishes to inspect the prop- 
perty, he then assigns the pros 
pect to one of the salesmen. This 
is not always done in rotation but 
on the basis of the one available 
at the moment. However, he tries 
to distribute them equally. 

Pasquale Fraticelli of Boston 
sometimes includes the salesman’s 
home telephone number as well 
as the firm’s number but never 
the salesman’s name. 

“Should a classified ad give the 
reason the owner wishes to sell?” 
Nearly 75% say no. Allen O. 
Meredith says most of his sales- 
men vote no because a good ad 
doesn’t need the reason for selling. 
They believe the prospect should 
be told the reason only if he asks. 
Only exception is in case the owner 
is leaving town and quick action 
is required. 

Leland P. Reeder doesn’t in- 
clude it because he says it’s seldom 
of interest or importance in his 
territory. 

The above answers differ from 
the opinion of one newspaper ad 
manager: “You can develop an in- 
teresting and plausible reason for 
selling for every home listed. 
Every salesman knows he uses the 
reason why in his sales talk, so 
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why not use it advantageously in 
advertising?” 

From these opinions, we recom 
mend that you include the reason 
why only if it is plausible and can 
be used to advantage. 

“Should you try to make the 
sale in a classified ad or just arouse 
curiosity?’ There was unanimous 
agreement that the ad should not 
and cannot make the sale. 

James W. Minton of India 
napolis sums it up: “A classified ad 
should arouse interest to make 
further inquiry, and not attempt 
to sell the house. It’s the sales 
man’s job to furnish details, arouse 
further interest, persuade to in 
spect, or divert interest to more 
suitable property.” 

“Do you use any method of ac 
quainting the owner with the ad 
being run in his behalf?” All panel 
members say yes. 

Here are two typical methods. 
James W. Minton simply tells the 
owner about the ads being run 
for his property, but he tries not 
to imply that he depends solely on 
classifieds to sell it. He explains 
the many other factors that are al 
ways at work — company repu 
tation, salesmen’s contacts, and so 
forth. 

Sterling W. Klein of Baltimore 
files every copy of each ad that is 
published. He then mails copies 
to the client or shows them to him 
every two weeks, 
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Industry Spotlight 


(Continued from page 15) 


pleted a tour of housing in 24 states and is thoroughly 
convinced that Regulation “Axe” in thousands of 
cases is the only obstacle to buying a new home. 


* . * 


Landlords who received an adjustment under the 
fair net operating income provisions of the rent con- 
trol law may now re-apply for further rent increases. 
New studies made by the rent stabilizers are respon- 
sible for the change in regulations. 


« * . 


More refined copper is available this month than 
for last, says the NPA, but both months represent 
the lowest allocations made since close control over 
refined copper distribution started. A drop in do- 
mestic production is the chief reason. 


. a7 * 


There may be a shortage of heating units if this 
year’s home starts reach the 950,000 to 1.000.000 
level, says the Warm Air Heating Industry Advisory 
Committee. The committee warns builders not to be 
fooled by the present high inventory level, as it is 
normal for this time of year. 


. * * 


$20.5 million for “wheelchair homes” has been 
granted by the federal government to 2.272 seriously 
disabled veterans including those of the Korean con- 
flict. These homes have ramps instead of steps, door- 
ways wide enough for a wheelchair, special bathroom 
fixtures and exercise rooms. The veterans may use 





Lf The Tenant 

Is Right... 
Toilets 
CE Shouldn‘t 


Leak! 


E’S right from the _ tion, the real cause of most 


















landlord’s viewpoint, 
too—because running toi- 
lets mean higher water bills 
and larger maintenance 
expenses. What’s the an- 
swer? Another new tank 
ball? You've tried that 
before, and it doesn’t work 
Now try this: 

Install an ‘‘ALERT’’ 
Friction-Free Flush Valve 
Guide. The “ALERT” stops 
running toilets for good, 
because it eliminates fric- 


mute ALERT. 


Priction-Free 
FLUSH VALVE GUIDE 


Over 1,000,000 in Use in.Homes, Apartment Houses, Hotels, Office Buildings 


faulty flush tank operation. 

Guaranteed for 3 years, 
the “ALERT” lists for only 
$2.15 (slightly higher in 
West). Ask your plumbing 
or hardware supplier for 
the “ALERT” or write for 
full details to Ardmore Prod- 
ucts Co., Ardmore, Pa. 


As reported 
in READER'S 
DIGEST 





the grant to build new homes, remodel present 
homes, or apply it against existing mortgages. 
* * * 

Home seekers in critical defense areas may soon 
be living in mobile and demountable houses, if 
HHFA okays this type of housing. To determine the 
suitability of such housing, HHFA officials are watch 
ing demonstrations this month of seven types of these 

ouses. 


Today’s average farm is valued between $17,000 
and $18,000 and has 260 acres. In 1940, the average 
farm was $5,500, contained 215 acres. 


Property Value 


(Continued from page 33) 


the investment. This rate is a market phenomenon 
and is evidenced by actual sales of incomes either net 
or gross in the immediate or distant areas. 

Had we used a 5% rate in processing the net income 
attributable to land we'd have obtained a total value 
under the annuity method of $453,000 and under the 
straight line depreciation method of $420,000. 

Had we used a capitalization rate of 7% in process- 
ing the net income attributable to land into capital 
value we'd have arrived at $352,000 under the an- 
nuity method and $328,500 under the straight line 
depreciation method. 

It’s therefore obvious that the use of an improper 
capitalization rate may result in a substantial differ- 
ence in the value estimate of the property. When an 
appraiser uses the capitalization approach he must 
do a great deal of research to determine what the 
proper rate should be. 


What Kind of a Boss 
(Continued from page 26) 


the boss, will cause a good salesman to quit more 
promptly than the feeling that you’re giving some- 
body else breaks that others don't get. 

The cure for this fault is more difficult than for the 
others. It’s easy to have favorites and once you've 
them it’s easy to become their victims. They get to 
count on you for those special favors that put you 
in trouble with the rest of the force. And even if 
you're scrupulously careful about doing special fa- 
vors, it’s easy to get yourself accused of playing fa- 
vorites when you aren’t at all. 

Brown is a comparative newcomer to your organi- 
zation. He has a lot on the ball. He has some new 
ideas, new approaches to selling problems that you 
think are worth a try. You're interested in his work 
and you work closely with him. First thing you 
know, you find you’ve hurt both yourself and icin 
by seeming to make a pet of him. 

Don’t blame your salesmen. They’re human be- 
ings and very few human beings indeed are without 
a trace of jealousy in their make-ups. Put yourself in 
their shoes. They’ve been plugging along, following 
tried and true methods, and doing their jobs well. 
Then this character comes along with a bunch of 
wild ideas and you get a crush on him. 

The solution? Let everybody in the organization 
see what you're doing. Encourage them to work with 
Brown, too. Make it clear that, if his ideas are any 
good, they’ll benefit too. He’s working for them as 
much as he is for you. He’s just another member of 
the team. Get that idea across and nobody will ac- 
cuse you of making a pet of him. 
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More Bounce 


(Continued from page 29) 


not spontaneous in its effect. 
Well, what is it that makes a 
salesman spontaneous in his ap- 
proach to the vicissitudes of each 
day? Isn’t it because he is xo 
well satisfied with himself? Cer- 
tainly he is best able to handle any 
situation if he is satisfied with 
the way things are going, and his 
outlook is therefore optimistic. 
How does he get into this frame 
of mind? Probably by acquiring 
the feeling that he is lacking little 
of the things he desires. He must 
feel he is able to treat himself to 
the best of whatever he wants. 
A young lady in my town can 
change her personality excitingly, 
merely by what she wears. I was 
telling my wife about it one day, 
which was a positive approach on 
my side, but not too good an idea 
in the long run. “She’s terrific,” 
I said. “She says clothes are a 
tonic to her. She says whenever 
she gets down in the dumps, she 
gets a new hat.” 
“Izzatso.”’ says my wife, “I often 
wondered where she got them.” 
Seriously, if you want to get the 
most out of yourself in vigor and 
vim, you should, at every oppor- 
tunity, treat yourself to the best. 
The best in clothes, the best in 
entertainment, the best books, the 
best friends, and the best tools for 
your trade. If you do that, it is 


NATIONAL 
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SIMU LATED ENGRAV ED BU SINESS CARDS 
ONLY $3.75 PER THOUSAND. Write now for 
samples & details. W. Maurice Davis, Box 2104, 
Richmond 16, Va. 





REALTORS METAL SIGNS — Write for Free 
Illustrated Literature and 
CELOT STUDIOS. 246 Third Ave.. Pitts- 
burgh 22, Pa. 


For Grills — Restaurants — Motels 
COLUMBUS, OHIO 


Willard Piper, Inc. 


11 E. Gay St. Adams 1588 


CARDBOARD FOR SALE SIGNS. Orders 
pore filled. Sample on request. Write TO- 

DAY! TIP TOP SIGNS, 805 Clark Road, Lan- 
sing 15, aan. 


__ Training FOR__ 


FUTURE REAL ESTATE 
Brokers, Appraisers, Managers 


Investigate our Home Study and Residential 
courses in Real Estate. Includes all phases of 
the business. Send for big FREE CATALOG 
today. No obligation. 
WEAVER SCHOOL OF REAL ESTATE 
Dept. RE 


Suite 300 Law Bldg. Kansas City, Mo. 














likely you will wind up finding 
you have acquired the best cus 
tomers. 

It has been said that a deliberate 
movement upward in one’s stand 
ard of living will often lead to in 
creased financial attainment. This 
is undoubtedly true, but most of 
us are waiting for increased finan 
cial attainment in order that 
we may dare an upward move 
ment in our standard of living. 
But haven't you noticed that 
the person who dresses well, 
lives well, who always wants some 
thing a little better than the aver 
age run of things that’s the 
person who seems to get ahead? 

No one is saying you should be 
a four-flusher and live beyond 
your means. All that is being ad 
vocated is that you can’t take hold 
of the real estate business by the 
tips of your fingers. You have to 
take a good, healthy grab at what 
ever if is you hope to accomplish. 
and then you have to have enough 
confidence in yourself to believe 
that the bigger the handful, the 
better the hold. 

Don’t set out to be something 
you aren't. Deliberately set out 
to be what you want to be. Think 


more of what will I become, and 
less of what will become of me 

Think of any three successful 
salesmen you know. How do they 
dress? Do they do the things the: 
want to do? Do they look happy 
and successful? Isn't it true that 
each of these men has the mental! 
attitude of success? 

You have to decide what is best 
for you. What is best for you may 
not be what is best for the other 
fellow. You may enjoy the sym 
phony, or maybe you would rathe: 
go to a wrestling match. May! 
you prefer a comfortable chair and 
a good book. It doen't matter what 
you think is best — if you want to 
do it, treat yourself to it! 

Don’t worry about acquiring 
more bounce to the ounce. Just try 
to remember to personalize your 
personality, to accentuate the posi 
tive. and to treat yourself to the 
best. Try to do these things as often 
as you can 

After 30 days, ask yourself if 
you are still doing these things 
If the answer is yes to all three. 
don’t wonder about how to get 
more bounce to the ounce be 
cause whether you have realized 
it or not, you already have it! 


MEM-O-TRAY 





Your 12 in 1 
promotion package 


First send tray... then send 
refill pads each month 











attractively 
displays your 
company name 
the year 
‘round 
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keeps your 
advertising 
message con- 
stantly in 
view 
























This attractive premium com 
pactly combines a handy note pad 
with metal clasp to hold paper in place 
while writing a swivel holder for 
twin trays which do 
double duty as ash and paper clip trays 

a grooved center section for extra 
pencils or for cigarettes. Well designed 
of scorch-resistant plastic with rubber 
bumpers on the bottom to protect 
polished surfaces. Size 9” x 6% In 


pen or pencil 


dividually packaged. Discount on 
quantity order 


SEND $1.00 FOR SAMPLE 


- 


VIKING PRODUCTS 


1513 East Lake Street, Minneapolis 7, Minn 
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Cardboara 





FOR EVERY PURPOSE— 
REAL ESTATE, BUSINESS, 


7 TO 10 DAY DELIVERY. 
Goa. WE SIGN THE NATION” 


CTIVE DISPLAY ADV. 


1702 W.1 








SERVICE 


BAKED + 30 GAUGE - 14” X 20% LOTS.44 EA. 
1 TO 9 DAY DELIVERY 
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CASH ec: tanm 
LEASE 
For Hotel Properties 


IN. ANY CITY 


COAST TO COAST 
CANADA OR MEXICO 


Our representative will be glad to call and 
work with you. 
For satisfactory arrangements, utmost de- 
pendability and outstanding security WRITE 
or CALL COLLECT. 
H. J. Datoin, REAL ESTATE DEPT.., 
3500 BOOK TOWER BLDG., DETROIT 
26, MICH., "PHONE WOodward 2-5400 
WE ARE NOT BROKERS 
WE ARE HOTEL OPERATORS 
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Get MORE SALES 
through BETTER SIGNS 


at less cost to you! 


Distinctive real estate signs made 
to order and designed to help your 
sales. Our 14” x 22”, top quality, 
screen processed 8 ply cardboard 
signs, in two colors, cost only 27 
cents each in lots of 100, FOB 
Rochester. Send today for complete 
price list, including prices on Day- 
Glo . . . write care of Dept. 52. 


Sign-O-Graph 


’ 
633 Hudson Ave., Roch. 21, N. Y. 




















| Through the black clouds of rising costs comes a ray of sunshine 


from the Building Owners and Managers Association of sg e's Se 
tan Washington. They report that, on the average, office buildings 
in the District of Columbia spent less of their income for expenses 
in 1951 than in 1950. This is based on a survey taken among 16 
of the District’s office buildings. 


World War ll veterans who are new home buyers are chalking up a 
good credit record, according to the Franklin Mortgage & Title In- 
surance Company of Newark, New Jersey. Of all the G. I. home 
Mortgage loans the company has arranged since the war, only 
0.1% are in serious trouble. 


Baltimoreans are meeting their city blight problem with a forward- 
looking organization called the Fight Blight Fund, Inc. This group 
gives advice and makes loans at low rates to worthy property 
owners in slum areas. This is an outgrowth of a former program 
of rehabilitating, block by block, more than 100 blocks in the 
city’s blighted areas. 


Watch for the June issue of the Journal, the big IDEA BOOK. Journal 
editors have been conducting surveys and field interviews for 
months to gather into this issue hundreds of the very best ideas 
for building, managing, and merchandising today’s homes. Woe 
be to the fellow who doesn’t have his own personal copy. 


| Farr & Company, one of Chicago's oldest and best-known real estate 





firms, opened its doors for business last month with the new name 
of Farr, Chinnock & Sampson. The firm is also celebrating its 80th 
anniversary this year. 


Al Balch, noted realtor-builder from Seattle, was presented with 
the coveted Paul Bunyan trophy by his home city’s Chamber of 
Commerce for doing the most constructive job of creating favor 
able impressions of Seattle. 


Home Builders Association of Des Moines was one of the first to 
lead off with NAHB’s Home Owners’ Service Policy program. As 
soon as forms are printed, buyers of homes built by association 
members will receive the service policy along with a helpful 
manual entitled “Your New Home.” 


When Builder Earl ‘Flat-top” Smith of El Cerrito, California, started 
his shop talk sessions two years ago, we wonder if he foresaw the 
impact they would make on the industry. In addition to being a 
popular feature at this year’s NAHB convention, shop talks have 
spread to local associations all over the country. For example, 
the Home Builders Association of Greater St. Louis holds bi- 
monthly meetings. Attendance at the first session last month was 
well over a hundred. 


Home builders can now be assured of quality in prefinished panels 
when they see the new product quality guarantee label pasted on 
them. The new guarantee was developed by the Prefinished Wall- 
panel Council and is in keeping with the U. S. Department of 
Commerce standard 176-51. 


Frank C. Russell, who makes windows and evidently used to hit a 
long ball, is going to make life a lot less stormy for kids by re- 
placing glass shattered by young ball players. 
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